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Motorola Ad Chief Strongly Urges 
Agency Speculative Presentations 


Redden Tells How R&R Won Account; Attacks Some 
Agencies on ‘Ethics’ Claim; $9,000,000 Budget Outlined 


On May 13, Motorola Inc. picked Ruthrauff & Ryan to han- 
dle its account in the U.S. Ellis L. Redden, advertising director, 
and other Motorola executives gave a full four months to 
selecting a new agency. R&R won out over 22 others that bid 
for the account. Some made big presentations, others refused 
on ethical grounds. In the exclusive statement to ADVERTISING 
AGE that follows, Motorola explains how it went about its se- 
lection and what its ad chief thinks about the “ethics” of specu- 
lative presentations. The statement is presented in full as 


received by AA. 


After a painstaking four-month 
process of selection, Motorola Inc., 
Chicago television-radio-electron- 
ics firm, has come up with a new 
agency to handle its space assign- 
ments—and a challenge to the 
ethics in advertising that militate 
against “speculative presentations.” 
The agency finally named is Ruth- 
rauff & Ryan, 
which will han- 
dle the account 
Starting July 1, 
out of its Chicago 
office, and the 
challenge is made 
by Ellis L. Red- 
den, Motorola di- 
rector of adver- 
tising, sales pro- 
motion and train- 
ing, who planned 
and headed the 
search for the right agency to suc- 
ceed Gourfain-Cobb of Chicago. 


E. L. Redden 


® The story of Motorola’s scien- 
tific approach and follow-through 
in picking an agency, as told by 
Redden, provides an illuminating 
insight into the point of view and 
agency requirements of expanding, 
aggressive advertisers. 

The first move came late last 
December when Motorola Presi- 
dent Paul V. Galvin decided to 
realign the company’s entire ad- 
vertising and merchandising pro- 
gram in preparation for the end of 
the television freeze and the pros- 
pect of 70 new UHF channels and 
new markets. 

“The new developments and the 
added areas of operation that are 
opening,” said Redden, “made it 
imperative that we keep abreast 
of the field. Dynamic new think- 
ing was needed to broaden our 
merchandising program for an ex- 
panding market.” 


@ One of the primary objectives, 
said Redden, had to be the secur- 
ing of an agency with exceptional 
facilities, capable of operating 
powerfully on a national scale. 

“We're going to spend $2,000,- 
000 in annual space billing, and 
we anticipate that next year an 
even greater fund will be made 
available. In addition, over $5,000,- 
000 more will be spent in coopera- 
tive advertising to be placed 
through distributors and dealers at 
local rates. Newspaper mat service, 
radio spot platters, 24-sheet poster 
designs, etc., will be prepared by 
Ruthrauff & Ryan on a fee basis 
and handled locally by distribu- 
tors.” 

According to Redden, national 


Redden’s Views on 


Speculative Bidding 


“A few took the position that 
they wouldn’t make a speculative 
presentation, flatly calling it un- 
necessary or ‘unethical.’ I couldn’t 


disagree more strongly, and I be-| 


lieve the manner in which our se- 
lection process developed bears me 
out. The material and results an 
agency can show us on other ac- 
counts are well and good, but they 
can’t possibly be an accurate key 
to our decision. We have an acute 


retail outlet sales problem, and we | 


had to know how an agency would 
handle our problem and merchan- 


dising through the outlets we have. | 


We did not have time to gamble on 
what ideas might be presented 
after an agency would get the ac- 


count, as we have to deliver a com- | 


plete merchandising and advertis- 
ing campaign by Aug. 1. Also, we 
want to ‘marry’ the agency for 
years and not try another agency 
next year. 

“The majority of the 13 strong 
contenders for the Motorola ac- 
count, after the first screening, 
came up with specific ideas on ad- 
vertising and merchandising, and 
each of the four finalists made a 
modified or complete ‘speculative 
presentation.’ 


@ “I don’t see how we could have 


made an intelligent choice with a| 
real basis for comparison without 


them. The presentation factor on 
what they believed they could spe- 


cifically do for Motorola was a 


very important consideration. It 
seems to me that it would serve 
agencies well to have their most 
capable men prepare and make 


dramatically sell their services 


‘unethical.’ We feel that if an 
agency cannot interpret its serv- 
ices for us in a capable manner, 
how can we be sure it will do a 
dramatic or presentable interpre- 
tation and promotion of our prod- 
ucts to the dealers and public?” 


space placements will be made in 
consumer magazines, newspapers, 
farm publications, trade, business 
and professional papers and some 
export publications. Another $i,- 
000,000 will go for a radio show and 
nationa! television and radio spots. 
Sales promotion material and other 


$1,000,000. 
(Continued on Page 48) 


‘Good Year Seen for 
Non-Durables at 
‘Tribune’ Forum 


Cuicaco, May 21—Non-durable | 
goods are in for a good year. The| 
picture for durable items isn’t | 
nearly as rosy, and American busi- | 
ness is becoming increasingly 
aware of how the social sciences 
can help it sell more of both hard 
and soft goods. 

These are general conclusions 
reached after listening to an array 
of top business men who partici- 
pated in the Chicago Tribune’s 
|third annual Distribution and Ad- 
vertising Forum yesterday and to- 
| day. 
| The speakers were divided into 
|three panels. The first group dis- 
|cussed conditions in the durable 


| 80ods field; the second dealt with 
}current trends in the non-durable | 
| goods field, while the third panel | 
|explored the part that the social 


sciences can play in helping adver- 
tising sell more goods. 


® When business is bad. there has 
|to be a scapegoat, and the durable | 
| goods panel did its best to find one. | 
Manufacturers, distributors and re- | 
| tailers were all represented on the 
| panel, and each group in turn was 
|blamed by the others for the ills 
{that afflict the durables field. 

The panel was composed of W. A. | 
Blees, v.p. of Avco Mfg. Corp., who 
|made the opening address; A. M. 
| Sweeney, assistant to the general 
| manager of General Electric’s ma- 
| jor appliance division; L. W. Strat- 
| ton, divisional v.p., Wieboldt Stores 
|Inc.; C. F. Parsons, v.p. and gen- 

eral manager, Zenith Radio Dis- 
tributing Corp.; Robert L. Samp- 
|son, executive v.p., Sampson Co.; 
Otis L. Waller, v.p., Western Av- 
enue Sales Inc., and Ted Weldon, 
| v.p., J. Walter Thompson Co. Mod- 
}erator for the panel was Reginald 
| Clough, editor of Tide, 

Mr. Sampson, a distributor, laid 

(Continued on Page 67) 


FOR SUMMER—Eastman Kodak Co. will 
use this and other copy this summer in its 
largest newspaper campaign in recent 
years. Ads run bi-weekly in 112 papers. 


Agency Unveils 
Co-op Ad Plan 
for Druggists 


New York, May 21—A plan 
whereby independent drug whole- 
salers can provide retailers with a 
national merchandising service was 
unveiled this week by St. Georges 
& Keyes, New York agency. 

The scheme, originated by 
George Gale, v.p. in charge of 


to Get Stations 
First, FCC Says 


Commission Releases 
Plans for Putting 
Applicants in ‘Lines’ 


WASHINGTON, May 21—Denver 
and Bridgeport had the choice spots 
as the Federal Communications 
Commission issued a list today 
showing the order in which it will 
take up TV applications beginning 
July 1. 

First, the commission will dis- 
pose of applications from 30 exist- 
ing stations which shift to new 
channels as a result of the re- 
shuffle of TV assignments. 

After these routine actions, how- 
ever, the commission will assign 
the remaining TV applications to 
two parallel processing lines, with 
Denver at the head of “line A” 
and Bridgeport leading “line B.” 
| The list provided members of 
the Senate interstate commerce 
;committee with potent arguments 
to back up their drive for a spe- 
{cial appropriation to provide FCC 
| with additional personnel to proc- 
| ess TV applications. 
| 
\s “Line A”—communities with no 
| station closer than 40 miles—con- 
| tains nearly 1,100 cities. Under 
terms of its recent order lifting the 


merchandising at St. Georges & freeze, FCC takes up cities in- 
Keyes, is expected to provide the | versely, according to size, starting 
agency with close to $1,000,000 in| With Denver (415,786), Portland, 


billings during its first year of op- 
eration. 

Sponsoring the cooperative drug 
promotion will be the recently 
formed Independent Service 
Wholesale Druggists Merchandis- 
ing Network. Members include 94 
“enthusiastic” leading independent 
drug wholesalers so far, and a 
minimum of 125 are expected to 
sign. 


8 The first promotion, scheduled 
for Country Gentleman, Holiday, 
Ladies’ Home Journal and The 
Saturday Evening Post, will be a 
(Continued on Page 53) 


Last Minute News Flashes 


U. S. Advertisers Will Pay More in Canada 


Toronto, May 23—Newspaper ads paid for with U. S. currency will 
speculative presentations’ to more , Cost 2% more in the future, Canadian Daily Newspaper Assn. members 
| have voted to accept ads at the current rate of exchange from now on. 
rather than oppose this type as Other publications, like the Toronto Star Weekly and Weekend Picture 
Magazine, also are adopting this policy. Actually, a relatively small vol- 
ume of U. S. advertising placed in Canada will be affected, since most 
U. S. agencies and advertisers pay for their ads with Canadian dollars 


from Canadian bank accounts. 


Pure Oil Starts ‘Name the Car’ Contest 

CuicaGo, May 23—Pure Oil Co. has started a consumer contest which 
will get heavy promotion via 271 newspapers, 1,600 outdoor posters and | ing Ltd. and will join Wesley As- 
50 radio and TV stations. The contest, which closes July 1, is offering a! sociates June 1 as chairman of the 
free '52 Pontiac and $10,000 in cash awards to entrants who correctly | plans board. 


identify famous old cars featured on entry blanks available at Pure| 


Oil stations. Leo Burnett Co. is the agency. 


Don Smith Named Ad Manager of Willys-Overland 
ToLepo, May 23—Willys-Overland Motors Inc. has named Don H.| “not taking over Dorland at all.” 
Smith manager of advertising and merchandising, succeeding Harry 
Swan, who has resigned. Mr. Smith had been sales promotion manager | billed about $3,000,000 last year. 
media investments will run over of Willys since last October, and prior to that was a regional sales! The agency’s largest accounts in- 
manager. He joined Willys in 1949 as assistant sales promotion manager.! clude Shulton Inc., Dundee Mills 
(Additional News Flashes on Page 71) 


Ore. (373,638), Tampa-St. Peters- 
burg (221,419), Springfield-Holy- 
}oke (217,060), Youngstown (168,- 
| 330), Wichita (168,279), Flint 
(163,143), Spokane (161,721), 
Beaumont-Port Arthur (151,544) 
and Duluth-Superior (139,836) . 
Goldfield, Nev. (336), which is 
at the bottom of the list, is an 
estimated 10 years from TV, on the 
basis of present FCC manpower. 
(Continued on Page 71) 


Wesley Associates 
Takes Over Dorland 


NEw YorK, May 23—Dorland 
Advertising Ltd. and Wesley As- 
sociates next week will announce 
that all Dorland clients and exec- 
utive personnel have moved to 
Wesley. 

A new agency, Dorland Interna- 
tional, is being formed to handle 
foreign billings. As in the past, 
Walter Maas, executive v.p., will 
head American operations of Dor- 
land international accounts. 

Eighteen or 20 domestic Dor- 
land accounts go to Wesley. 

Atherton Pettingell has resigned 
as president of Dorland Advertis- 


The Wesley agency will move 
lto the larger Dorland offices at 
|247 Park Ave. on June 1. But it 
|was emphasized that Wesley is 
reportedly 


Wesley Associates 


| and Thomaston Mills. 
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BBDO Test Shows 


Supermarket How 


to Raise Health Aid Sales by 51.5% 


CLEVELAND, May 20—Results of a 
detailed supermarket merchandis- 
ing test, which increased sales of 
health and beauty aids by 51.5%, 
were made public last week at a 
meeting of the Super Market In- 
stitute here 

Morris A. Hyman, president of 
Almor Co., Amsterdam, N. Y., cited 
the test. made by Batten, Barton, 
Durstine & Osborn, as proof that 
supermarkets can offset shrinking 


profit rates with “high profit 
lines,” particularly health and 
beauty aids. 

These little packages—-tooth- 


paste, shampoos, shaving creams 
take up hardly any space at all 
compared to box soaps and canned 
goods but actually bring “more 
profit per square inch of space” 
than almost anything sold in super- 
markets, Mr. Hyman said. 

He recommended, for a one to 
25-store chain, the services of a 
rack merchandising company to 
move the gold nugget items. 


® SBDO ran its test for 16 weeks 
im the Johnson Food Stores, Syra- 
cuse, trying out a wide variety of 
merchandising techniques with the 
health and beauty aids rack. Var- 
Sious methods of display were used, 


* the actual store location of the rack 


was changed twice, and hour-by- 
hour, penny-by-penny data was 
recorded, 

The store in which the test was 
conducted averages $36,700 a week. 
There were no special promotions 
during the test other than normal 
operations. The findings, Mr. Hy- 


man said, are being printed up by 
BBDO for nationwide distribution 
to the food trade, showing: 

When the beauty-health rack 
was moved from a post, which was 
out of the traffic flow, actually dis- 
couraging shoppers, it was put in 
an island position in the direct 
traffic flow. The result: Sales in- 
creased 21.7% in four weeks. 


® Then the department was moved 
from a gondola to a wall display 
in the same line of traffic. Sales 
went up another 11.3%—a total 
increase in sales of 33% as a re- 
sult of location changes alone, Mr. 
Hyman said. 

On the rack, as serviced today, 
the dental creams, the No, 1 vol- 
ume item in the health-beauty 
aids field, are given top shelf posi- 
tion, along with shampoos, the 
next largest package volume item. 
Most shelf frontage is given to the 
top selling brands and _ sizes, 
secondary frontage to second-run- 
ning packages, and so on down the 
line 

“Group the items for suggestive 
selling,”” Mr. Hyman said, “putting 
combs with shampoos, hair tonics 


underneath. Put tooth brushes with | 


dental creams, etc.” 

These merchandising schemes 
netted the Johnson rack another in- 
crease of 11.8% in sales, bringing 
the total increase to 51.5%. Today, 
in the Johnson store, the health 
and beauty aids department does 
1.77% of gross dollar volume of the 
store, as against a national aver- 
age of 91% 


Network Talent Raids Are a Real Threat 


_to the Future of TV, Kraft's Platt Says 


May 21—‘“The net- 
‘works have created a_ situation 
that imperils the future of TV” 
by competing with each other for 
Htalent, according to John H. Platt, 
v.p. in charge of advertising for 
Kraft Foods Co. 

In a talk before the Chicago 
Television Council today, Mr. 
Platt said that “we have the sorry 
spectacle of two of the large net- 
work organizations attempting to 
control as many ‘names’ as pos- 
sible—-a policy that is proving it- 
self as ineffective as it is ill con- 
ceived. 

“They want talent, they say, and 
they are willing to pay for it. 
And they do. Genius like Dagmar’s 
commands a long-term contract 
in this market calling for $2,000 a 
week. Shrewd bargaining of this 
sort eventually leads to a talent 
bit of about $40,000,000 a year. 


@ “That overhead has to be ab- 
sorbed somewhere,” Mr. Platt de- 
clared. “Well, we don't want any 
part of it. We don’t mind paying 
our own bills, but we are some- 
what reluctant about chipping in 
*for the dead weight.” 

The Kraft ad executive warned 
that “the only check at the mo- 
ment comes from independent 
packagers and the advertising 
agencies. If it were not for them,” 
he continued, “the conception of a 
television network as a magazine 
in which advertisers simply buy 
space and have no concern or con- 
trol over content would be a re- 


ality 
“I do not share this dream,” he 
said, “for it means in substance 


that sponsors would be reduced to 
buying nothing more than highly 
priced spots. It also insures that 
sponsors would be subjected—as 
theater owners used to be—to the 
unhappy practice of block book- 
ing. 


@ “In the scramble to acquire fa- 
vorable spot positions on the pop- 


ular programs, advertisers would 
be obliged in the trading to sup- 
port ventures they would other- 
wise never consider.” 

Mr. Platt asserted that adver- 
tisers and agencies had better be- 
gin to pay attention to television 
programming—and its shortcom- 
ings. 

It’s time, he continued, that ad- 
vertisers and agencies stop under- 
rating the public’s intelligence and 
good taste. “With people scream- 
ing to high heaven about the low 
grade of ‘entertainment’ they're 
getting on their television sets, 
too many representatives keep sell- 
ing too much trash to too many 
sponsors 


@ “The net result is that your 
‘public’—fed up to the teeth with 
this stuff—leave their television 
set sulking in a corner while they 
curl up with a good book or go out 
to the movies. And you can’t sell 
your products through a dead TV 
screen!” 

Mr. Platt urged advertisers te 
go out and find out just what it 
is that the John and Mary Smiths 
really would like to see and hear 

“You know,” he said, “we've had 
a reasonably long time to get our 
television house in order—several 
years, in fact, of trial and error. 

“In today's fast-moving world 
that’s several more years of grace 
than we might reasonably expect. 
I, for one, think Mr. John Q. Pub- 
lic is getting rather impatient with 
us. And so is Uncle Sam, accord- 
ing to recent reports from Wash- 
ington. I think our time is run- 
ning out—and we've just about 
used up our supply of luck.” 


Williams Named by ABP 

L. E. Williams, advertising man- 
ager of Retailing Daily, a Fairchild 
publication, has been elected chair- 
man of Associated Business Pub- 
lications’ merchandising papers 
committee for 1952-53. He suc- 
ceeds Hugh Ward, advertising di- 
rector of Geyer Publications. 


Oey RAT RE 


pore Udtt 


GLENCOE’S NEWEST—Glencoe Distilling Co.’s third new brand since December is 
Old Fiddle. it bowed first in Kentucky, will soon bow in California using this out- 


door poster and 
ton Weinbe: 


lor newspaper ads, and will move into other markets later. Mil- 
Advertising Co., los Angeles, handles Glencoe’s account. 


New Agency to 
Be Launched by 
Lennen & Newell 


May 20—Philip W. 
of Lennen & 


New York 
Lennen, co-founder 


Mitchell and currently its board 
chairman, and H. W. Newell, for- 
merly executive v.p. of Geyer, 


will establish a 
igency. It will be 
Newell. 


Newell & Gange 
new advertisin 
called Lennen & 
Mr. Newell wil! become president 
and chief executive of the new!) 
company on June 2. The new 
agency will operate at 17 E. 45th 
St., present address of Lennen & 
Mitchell, until such 


H. W. Newell 


Philip Lennen 


new has been incorpor- | 
ated 

The present Lennen & Mitchell 
personnel will serve as a nucleus 
for the new and larger agency, Mr. | 


Newell said | 


company 


8 Mr. Lennen become chair- | 
man of the new company’s board} 
of directors and, in addition, will | 
direct creative ork for the agen- | 
cy. 

Ray Vir D« who has been 
president of Lennen & Mitchell} 
since 1947, tendered his resigna- 


tion some time go, and it has now 
become effectiv: 
AA was to 
changes in eit! 
templated at 
pected that th« 
be taken over 
Mr. Newel! 
Geyer, Newel 
a surprise to a 
cluding peopl 
It leaves only e 
original partner 
B. B. Geyer, | 
president. Rolb« 
signed in Mar 1950, to become 
executive v.p of P. Lorillard & 
Co. Since ther has been elected 
president of the tobacco company 


that no account | 
igency are con-| 
resent. It is ex-| 
!.4{M accounts will 
the new agency. 
vithdrawal from 
Ganger came as 
t everybody, in- 
thin the agency. 
of the three 
i the business— 
i chairman and 
M. Ganger re- 


s Commenting on Mr. Newell’s 
resignation, M:. Geyer said: “We 
are sorry to see Mr. Newell ieave 
and wish him every success in his 
new associatio: 

Mr. Geyer told AA that he had 
nothing to add to that. He did ad- 
mit that “up until 10 o'clock yes- 
terday morning (May 19) I knew 


nothing about it.” He said that 
no account changes are involved 
in Mr. Newell's withdrawal. and 


that no plans have been made for 
naming a successor. No other per- 


sonnel changes are expected, he 
said. 
Mr. Newell joined GN&G in 


July, 1935, and became executive 


time as the} 
|Oil Co., Nash-Kelvinator Corp.,| has sold all of its brand products 


| 39 


v.p. of the agency in 1947. Before 
entering the agency field he had 
held sales executive positions with 
two units of the Frigidaire Sales 
Corp., Home Electric Products Co., 
Boston, and Eastern Mfg. Co., Bos- 
ton appliance manufacturer. 


@ Mr. Lennen, one of the founders 
of Lennen & Mitchell in 1924, has 


been chairman of that agency's 
board since Mr. Mitchell’s death 
in 1932. 


Among its accounts are P. Lor- 
illard & Co. (with the exception 
of Kent and Embassy cigarets); 
Calvert Distillers Corp.; Carstairs 
Bros. Distilling Co.; Tide Water 
Oil Co., and Colgate-Palmolive- 
Peet’s Lustre-Creme products. Its 


| billings in 1951 were $17,500,000. 


Geyer, Newell & Ganger’s bill- 
ings last year were $20,000,000. 
Among its clients are Continental 


Zippo Mfg. Co., United Aircraft 
Corp., Calvert Distillers Corp. 
(Lord Calvert whisky), and 
Sloane-Blabon Corp. 


New List Gives Facts on 
Foreign Language Papers 
Information about 913 foreign 
language publications appearing in 
languages in this country is 
given in the 1952 revised list of 
“Foreign Publications in the 
United States.” The list includes 
83 dailies, 39 semi-weeklies, 321 
weeklies and 359 semi-monthlies. 
Price of the mimeographed list 
in loose-leaf cover is $3.50, from 
the Common Council for American 
Unity, 20 W. 40th St., New York 18. 


Distributes Fish Calendar 
Gallagher & Burton Inc., Bris- 
tol, Pa., distiller of Black Label 
blended whisky, is distributing, 
free of charge, a pocket-size cal- 
endar for fishermen, with the best 
days for both fresh and salt water 


| fishing marked. Copies may be had Omaha, 


by sending to Ace, Rm. 728C-l, 


| Chrysler Bldg., New York 17. 
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Bill Gives PO Dept. 
Power to Act Faster 
on Fraudulent Mail 


WASHINGTON, May 20—The 
House yesterday passed legislation 
authorizing the Postmaster Gen- 
eral to hold up mail that he con- 
siders fraudulent or _ obscene. 
(Earlier story on Page 43.) 

Sponsors of the bill (H. R. 5850) 
claim it merely restores authority 
which was exercised until the Su- 
preme Court handed down a deci- 
sion Jast summer which prevents 
seizures until preliminary hearings 
are held under the Administrative 
Procedures Act. 

Though the bill passed unani- 
mously, Rep. John W. Byrnes (R., 
Wis.) expressed fear that innocent 
firms would be destroyed if their 
mail were held up while the Post- 
master General was studying a 
suspected fraud. He asked assur- 
ance that the authority would be 
used “cautiously.” 

In explaining the bill, Rep. 
Frank M. Karsten (D., Mo.) said 
fly-by-night outfits are exploiting 
the 60-day delay which precedes 
fraud orders as a result of the 
| Supreme Court decision. House 
members agreed the Postmaster 
|General needed tighter authority 


| to head off unmailable matter. 


Barr Co. Sells Out 


| Brand Product Line 


| Cnicaco, May 20—G. Barr & Co., 
!manufacturing chemist here, 


{to a new corporation to be headed 
by Jerry Mitchell, Barr general 
| sales manager. The sale goes into 
effect June 1. 

| The products involved are Balm 
{Barr lotion, Balm Barr cream 
jshampoo, Protomone hormone 
cream, Buckeye corn salve, and 
the entire line of Coronet and 
Joyce shoe polishes. 

George Barr, president, said the 
move was prompted by the com- 
pany’s desire to be private label 
manufacturers exclusively. “We do 
not feel that we belong in any 


competition with our clients,” he 
explained. 
Omaha Ad Club Elects 

Harold Soderlund, commercial 
manager of KFAB, Omaha, has 
been elected president of the 


Omaha Advertising Club. Other 
officers elected are Edwin C. 
Schafer, Union Pacific Railroad, 
lst. v.p.; William J. Newens, KOIL, 
2nd v.p., and John J. 
Henry, Better Business Bureau, 
secretary-treasurer. 


ke WOTICE; THIS CARTON CONTAINS 


A OMAN 


= : = 


———— 


NOTE THE TUBE, PLEASE—The excuse for this picture, if anybody needs one, is that 


Roxanne, who hands out the prizes on 


“Beat the Clock” (CBS-TV), is helping to 


celebrate the production of Sylvania Electric's 1,000,000,001st electronic tube. The 


person who buys this lucky tube will 


be given two paid cruises to Bermuda. 


fo, fe PLE eae ea gee 4 +. Saree axATS — Pt > SS OSA ree Sees ob ene yee ae oe <4 ae | Fosetonsiae st ~ Mier We - Se Gea Le 
of A ROS Ha UE RS co eee Sa n Sg Pee as ae i Bi * te hee ete eo see ml tae i. ven Se ac Ba es Se |e age ee" 
a cna Hx y<s Pd ncaa <n oe pea ra ain i \ ; . Rr | th oe ce Dee a ee ea ‘ eee ss eae Be jee 2) . ar ¥ me 
de if . ‘ ’ > i x % : ar: es 
vioh - adits am 
og ee 
at rT ow =) 
4 * po ddl . * 
sf » ble, Diddle & ip 
— ’ ‘e /] 71) (2 “ ncaa 
: . i | 
ty lle let JAAN | OE 
4 ; tee. ry Old a ae Pn 3 gg . 
e: 3 - e * ? es Fiddle F es 4 rs 
42 . “e. ~6hs 4a27 SS Ss ‘ 
” Bia tees \ . 4 Oi Fry : 
<> SE er ere er eee 
: a eee 
F 
ty 
"4 PO 
Pe 
a 
i 
| | C—“(C;i‘SCidC 
hid 
-§ 
— nee 
Vv § 
m3 : a é 
s * 
f ee 
ns . 
al a a 
2 
a 
ee 
7% 
, ee ee ee 
SO EE EE ! 
wy 
: 
x om 2 ee a A me ~ ig Re he te ae: 
he eater pies te 2 ae =) 
2, ae ke ae ee 
~ EatN. sh. CAR ter ene 
| ec Span ae” ok aera ir = 
: > oe eo eee 
; : ae aes. = ge nae fn oe 
oa a oo ihe | eee ae a 
™ 3 ” ae es < 
| - . . , a a. ee ee 
rel ; , oi i BO ae 3k 2 
; : >. pote oat ae ‘ 
ny st ae Ne = 
“ ae ol (, one 
ee 
7 . ‘ Braye Fa ete | cay ‘ 
'¢ SSeS A a 
: oe aes 
! : Je amen OES 
\ : RS : 
i . 
3 =e). 
’ * 
. ’ t a 
: = 
j 4 -  -£ SSS 
' ks = . ——s a 3 
y Pe - as : : 
ow 7 . : , . 
; “4 * * Ci ; - > -_ - % r — 
a ¥ “> os Vi sar a ; aa aie Ba J aig eo = ‘ 2 M, CLs ren a : * ~ alee ee Bo 3 
RS oa 1S $a z ioe eee See ae te hs, a sie of Vs ees Witeae ae eat aes oh pei a Pee ia bg een 5 Eines 
SEIN Oe dh Sarita 8+ : Neko ee ie aan tear Mees 2 A EES ee > mn - ea oe ne 


Advertising Age, May 26, 1952 


Monthly Retail 
Sales Data Now 
Given by Census 


Dollar Volumes Given 
as Well as Percentages 
in New Bureau Reports 


WASHINGTON, May 20—The first 
published report from a new Cen- 
sus Bureau retail sales series shows 
total retail sales in March, 1952, 
down 5% from March, 1951. 

In preparation nearly six years, | 
the bureau’s new series is sched- 
uled to replace retail trade esti- 
mates currently carried in the 
Commerce Department’s “Survey | 
of Current Business.” 

The new series covers 10 major 
classifications and 16 sub-classes. | 
It represents the first effort by the | 
government to report sales in terms | 
of dollars as well as percentages. | 

Census officials say the series| 
represents a remarkable achieve- 
ment for the sampling experts 
within the bureau. In releasing the 
initial report in the series, the bu- 
reau said the over-all national fig- 
ure is accurate within 1%. 
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Tue House OF SEAGRAM 


rime Om eRres GuNee HOEr 


GOOD LEADER—On June 9, Seagram Distillers Corp. will break its annua! modera- 


tion ad in 130 newspapers with a new 


Father's Day message. Warwick & Legler 


prepared this one for the series which was started in 1934 


‘Trend Toward Research Before Advertising 


" The bureau's report said sales) Cited by Hughes at Atlanta Marketing Meet 


in the apparel group in March were 
down 18% from March, 1951. The 
automotive, lumber, building, hard- 
ware groups were down 12%, gen- 
eral merchandise group down 10% 
and furniture 6%. 

The bureau had collected and 
withheld data for the report dur- 
ing the past 15 months, But in re- 
leasing the March figures, monthly 
dollar breakdowns were also re- 
leased for each classification since 
January, 1951. These figures 
showed January, 1952, well below 
January, 1951, but February, 1952, 
was slightly above February, 1951. 
The data in the report are not ad- 
justed for seasonal or price changes 
or number of trading days. 

The combined 12-month sales of 
all retail stores for 1951, the high- 
est in history, totaled $158 billion, 
the bureau reported. Of this, food 
store sales were $38 billion; auto- 
motive and auto accessory dealers, 
$28 billion; lumber, building and 
hardware dealers, $14 billion; de- 
partment, general merchandise and 
general stores, $18 billion, and ap- 
parel stores, $10 billion. 


® Since the report is based on com- 
plete coverage of large chains, plus 
samples of independents, the bu- 
reau reports special figures for or- 
ganizations operating 11 or more 
stores. In 1951, these chains did 
$28.7 billion, or about 18% of total 
retail trade, the bureau said, With- 
in the group, food chains did $11.7 
billion, general merchandise stores 
$8.6 billion, and apparel stores $2 
billion. 

As another by-product of its 
sample, the bureau offers percen- 
tage change figures for large in- 
dependents (those with one to ten 
stores) in 28 selected areas where 
data are collected. As a result, 
breakdowns for many lines of trade 
are available for major metro- 
politan areas, including Los Ange- 
les, San Francisco, Washington, 
Hartford, Chicago, Baltimore, St. 
Louis, New York, Buffalo, Phila- 
delphia and Milwaukee. 

The report is available from the 
bureau and is called the “Monthly 
Retail Trade Report.” 

The initial report gives the fol- 
lowing figures for estimated sales 
of retail stores by months: 


1951 (000) (000) 
Jan. $12,637 Sept. $13,114) 
Feb 11,717 Oct. 13,857 
March 13,426 Nov 13,390 
April 12,512 Dec. 15,377 
May 13,279 1952 

June 13,254 Jan. 11,844 

July 12,364 Feb. 11,743 | 

Aug 13,267 March* 12,702 


*Preliminary. | 


ATLANTA, May 20—More and 
more companies are making mar- 
ket research a pre-condition of ad- 
vertising. 

Gordon A. Hughes, market re- 
search director for General Mills, 
reported this trend last week at 
the third annual Atlanta Market- 
ing Conference. 

Mr. Hughes told the conference 
big business is becoming wary of 
“voting millions of dollars for ad- 


vertising” on the basis of the ad’ 


menager’s say-so. He said boards 
of directors now want to know how 
effectively their money has been— 
and will be—spent. 


s Mr. Hughes, who is president- 
elect of the American Marketing 
Assn., said General Mills uses the 
following standards to measure its 
advertising: 

1. Understanding. Readership is 
not enough, the consumer must 
understand the selling story in the 
ad. 

2. Believability. 

3. Retention of the ad’s message. 

“We cannot advertise to people 
today as we did 25 years ago,” 
Mr. Hughes said. “Mrs. Housewife 
is sophisticated, critical, hard to 
convince.” 


s The importance of package re- 
search was stressed by Mr. Hughes, 
who pointed out that “the package 
is the last opportunity for con- 
verting the housewife to a particu- 
lar brand. Then, too, the growth 
of self-service stores has increased 
the importance of packaging as a 
part of advertising.” 

Another research director who 
spoke at the conference was R. S. 
Withers from General Motors 


Corp. Mr. Withers outlined the ob- | 


jectives of consumer research as: 
(1) 
wants; (2) design the product in 
line with his wants; (3) describe 
the product in the same language 
that he uses in expressing his 
wants, and (4) synchronize mer- 


chandising tactics with current, 


buying habits—as disclosed by re- 
search findings. 

Mr. Withers said that while the 
consumer cannot design a com- 
pany’s products, tne user’s view- 


|point is needed to create a more 


acceptable product. 


# Dr. Roland S. Vaile, marketing 
professor at the University of Min- 
nesota, also appealed for more 


|studies of “what people want.” 


In his talk, Dr. Vaile also singled 


find out what the customer | 


out sales promotion as a key force 
in economic prosperity. He warned 
against the danger of war contracts 
bringing a false sense of security. 

“Business success comes with re- 
peat sales which, please God, will 
not come from war contracts,” 
said Dr. Vaile. 


® The Minnesota professor added: 
“Certainly the pressure that is 
generated by sales promotion leads 
most of us to strive for larger 
money incomes with which to buy 
things. This combination of urges 
to work and to buy seldom leaves 
a dull moment in the life of the 
average American. Perhaps it is 
a wasteful system, but it is surely 
a dynamic and interesting one.” 
Other speakers at the one-day 
meeting, sponsored by the Uni- 
versity of Georgia business school, 
were Dr. Reavis Cox, marketing 
professor at the University of 
Pennsylvania; Harry Simmons, 
marketing consultant for Reming- 
ton-Rand; Robert Sessions, v.p. of 
Alderson & Sessions, Philadelphia, 
and Stuart F. Heinritz, editor, Pur- 
chasing Magazine, New York 


| 


| 


Nielsen Early with 
Sales Reports for 
Food Index Clients 


CuicaGco, May 21—A. C. Nielsen 
Co. reports it is now able to supply 
food index clients with a national 
consumer sales report four weeks 
earlier than the regular Nielsen 
audit. 

The research firm says the 
quicker report has been made pos- 
sible by newly acquired electronic 
calculating machinery and by sam- 
pling of only one-third of the food 
stores checked by Nielsen auditors. 


@ The new service—called FIR 
(fast interim report)—will be of- 
fered as a supplement to the reg- 
ular audit. Nielsen said it has 
tested FIR and found “the number 
|of stores used is sufficiently ac- 
{curate for commercial use.” The 
company claims it can be partic- 
ularly valuable in making fast de- 
| cisions on such questions as cou- 
| pons, 1¢ sales, newspaper ads and 
price cuts. 

FIR will cost clients 5% of the 
regular Nielsen Food Index serv- 
|ice. On orders received before May 
|30, the cost of the first three bi- 
{monthly reports will be shared on 
| a 50-50 basis. 


Kroger V. P. Tells (Smack) a Fish Story 
(Whack) to Inland Press Members (Slap) 


Cuicaco, May 20—Stephen A. 
Douglas, v.p. and director of sales 
promotion for the Kroger Co., told 
the Inland Daily Press Assn. a good 
'fish story yesterday morning. 

Mr. Douglas, speaking at the as- 
sociation’s 68th spring meeting, out- 
lined a four-point promotion plan 
which he illustrated with the story 
of how Kroger started selling fresh 
fish in virtually untapped inland 
markets with a good merchandis- 
ing plan. To emphasize his points, 
the chain store exec vigorously 
slapped the speakers’ stand with 
two fresh fish. 

Mr. Douglas’ four-point plan 
consists of (1) creating a value; 
(2) planning distribution so that 
| the product is a value at the point 
| of sale and at the point of use; (3) 
| presenting the value to the selling 
|organization and then to the cus- 
}tomer, and (4) following through 
[to maintain the value at point of 
}sale and point of use to continue 
j Sunementee sales. 


® Kroger’s fish story showed that 
in 1933 hardly any fish were sold 
in inland markets; retailers were 
dubious about selling fish in meat 
markets and few inland cities even 
had fish markets. Kroger sent a 
young man out to learn all there is 
to know about fish—how it’s 
caught, sold and eaten—and started 
selling attractively cleaned and cut 
filets in its stores. By the end of 
1934, almost 2,000,000 lbs. were 
sold, most of it by Kroger, and in 
1946, 156,986,277 lbs. crossed meat 
counters, 

Mr. Douglas, whose simple rule 
is “understand and take care of 
the wants of customers better than 
{the competition,” said that the 
smart merchandiser cannot neglect 
any one of his four points. With 
a planned program of advertising, 


sampling, selling and display, he 
|said, no salesman faces a problem 
|—only an opportunity. 

' 

}® Franklin D. Schurz, business 
| manager of the Tribune. South 
Bend, Ind., predicted the course of 
|newsprint supplies and prices for 
ithe next year. Urging the publish 
jers to reduce newsprint consump 
tion wherever possible without 
cutting down on_ services, Mr 
Schurz predicted that newsprint 
| prices will remain steady or rise 
|more slowly than other commodity 
prices during the next year. 

It was suggested that the Inland 
group endorse a _ congressional 
move to put a ceiling on Canadian 
import prices. The general feeling 
of representatives was voiced by 
Mr. Schurz, who said he thought 
|the less the government has to do 
with supplies the better off the in- 
dustry will be. An informal vote 
established that delegates are op- 
posed to any government control 
over newsprint imports. 


@ Dr. Alberto Gainza Paz ad- 
dressed the group, following a brief 
talk by Floyd J. Miller, president 
and general manager of the Trib- 
une, Royal Oak, Mich., on the In- 
ter-American Press Assn. Dr. Paz, 
exiled editor and publisher of the 
Argentine newspaper, La Prens@, 
described the inter-American group 
as a bulwark helping to prote@t 
freedom of the press in the Amef 
icas, ; 
Thirteen member newspapems 
received citations from the assd- 
ciation for outstanding public r 
lations efforts in 1951, and awar 
were also issued for winning ne 
pictures in the group's 12th annu 
contest. Seven hundred and eight; 
two pictures—a record number 
were entered in this year’s contes! 


j 


Red & White Chain Concentrating on 
‘Bigger & Better’ Stores, Drops 800 


| 

| CHicaco, May 21—“Bigger and 
| better stores,” in a nutshell, is the 
| story behind the 1951 operations 
|of Red & White Corp. 

The voluntary food stores coop- 
erative group, which held its an- 
nual meeting here this week, 
lopped off some 800 stores during 
the past year. 

Despite the smaller number of 
stores—5,200 in the U.S. and 2,500 
in Canada—sales reached a record 
high. The 7,700 Red & White stores 
did a volume of $1.5 billion, 15.4% 
higher than 1950, Volume per 
store in the U. S. was $240,332, in 
Canada, $100,000. 


® Ray Harb, national sales service 
manager, explains these figures 
by pointing to the store expansion 


of the year was to add 200 super- 
markets to the membership. Mr. 
Harb said “Red & White has been 
weeding out smaller stores and less 
desirable members.” 

With the aid of a contest for the 
largest retail expansion, a total of 
240 stores, either new or expanded 
locations, reached the supermarket 
classification. Winner of the store 
expansion contest was the E. H. 
Renzel Grocery Co., San Jose, Cal., 
which opened 17 new or expanded 
supers during 1951. 


s Red & White’s annual study of 
retail operations has some interest- 
ing statistics. The majority of Red 
& White stores—74%—fall in the 
$100,000-$250,000 class, only 13% 
doing in excess of $500,000 a year. 
The average member store employs 
only seven persons, one of whom 


drive which Red & White con-| 
ducted. The aim at the beginning, 


ane: 


is the owner and two of whom a 
parttime workers. 

Most of the stores also are lc 
cated in small towns. One half 
the stores reporting to the surve 
were in localities of less than 5,000 
population. One half of 1% were in 
cities over 500,000. 

While the small stores predom- 
inate, the study shows that the 
large stores had the biggest gains. 
Those in the $250,000-$500,000 
bracket increased sales by 29.9% 
in 1951; the above-$500,000 group 
gained 15.9%. This is compared to 
a 13% gain for stores in the $100,- 
000-$250,000 bracket and 7.7% for 
| the $50,000-$100,000 group. 


® Advertising by Red & White 
stores was estimated at $1,750,000 
for 1951, the vast bulk, of course, 
going to newspapers. Herbert T 
Webb, general manager, said more 
than 650 newspapers will carry 
Red & White store ads this year 

Advertising per store went above 
the one half of 1% figure last year, 
with the larger stores doing a pro- 
portionately greater amount than 
the smaller markets. The top fig- 
ure was the 89 for the above- 
$500,000 group. 

The following chart shows the 
lines regularly stocked by Red & 


White stores reporting to the 
study 
of Total %, of of 
Line Reporting Supers Non- 
supers 
Fresh meat 95 100 93 
Frozen foods 94 100 w 
Ice cream 96 100 95 
Beer 29 33 28 
Drugs 71 60 70 
Greeting cards KY 33 “ 
Magazines 28 u“ 27 
Hardware 21 28 20 
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Consumer, Industrial Market Research 


Can Be Closely Related, Herzog Declares 


Curcaco, May 21—“Consumer 
and industrial market research are 
not as far apart as some people 
think,” according to William W 
Herzog, sales analyst for S. C. 
Johnson & Son, Racine, Wis 

Mr. Herzog made the statement 
in an address before a recent in- 
dustrial marketing session of the 
American Marketing Assn. His 
company is one in which research 
for both consumer and industrial 
products is handled jointly through 
a general marketing division. The 
division also includes advertising, 
merchandising and selling depart- 
ments. 


@ In describing Johnson's opera- 
tion, Mr. Herzog said that in the 
combined research department, 
emphasis may be different in some 
areas, and techniques vary be- 
cause of the specialized nature of 
most industrial markets. However, 


he said, “the work can be handled 
in one department to the benefit 
of both product groups.” 

Mr. Herzog gave the marketers 
some do’s and don'ts from his own 
experience at Johnson and stressed 
that market research time should 
not be allocated on the basis of 
sales volume. At Johnson, he re- 
ported, research time spent on in- 
dustrial products—Johnson prod- 
ucts are mainly consumer—has 
been out of line with their sales 
volume, but he feels it has paid 
off. 


8 “Get in a position where the re- 
search needs of each product group 
can be analyzed periodically and 
recommendations made on what 
should be done,” he said. He ad- 
vised the industrial marketers to 
know the entire marketing process 
so they can talk intelligently with 
each sales manager. 


Market research and sales an- 
alysis, Mr. Herzog said, are serv- 
ice functions which should be able 
“to serve all possible users includ- 
ing engineering, production and 
finance.” Summarizing, the sales 


marketing men first and research- 
ers second. 


Chicago Dotted Line Elects 


Advertising Age, May 26, 1952 


Two shifts on New York's advertising row will take place next week 
when Phil Lennen joins H. W. Newell in a new agency and Dorland’s 
president, Atherton Pettingell, moves to Wesley Associates. Pages 1, 2 

analyst advised the group to be In an exclusive interview with AA, Motorola’s ad manager gives a 

frank account of how Motorola chose Ruthrauff & Ryan as its new 

agency on a speculative bid and his ideas on the “ethics” of specula- 
tive bidding. An AA editorial touches on the same theme as it re- 


lates to the Four A’s ............ 


dn Subbiah ae bine Sis: -s in e.o 6: I i 


The Chicago Dotted Line Club A supermarket merchandising test by BBDO shows how sales of such 


has elected Car! Coash, of Mc- 
Graw-Hill Publishing Co., presi- 
dent. Other officers elected are 


items as toothpaste, shampoo 


51.5% 


and hair tonic can be _ hoisted 
Page 2 


E. S. Klappenbach of Oil & Gas} Kraft Foods’ ad manager, John Platt, feels that TV networks are in 
danger because of their competition for talent and says he and other 


Journal, Ist v.p.; C. R. McClain of 
Haire Publishing Co., 2nd v.p., and 
Raymond T. Risley of Clissold 
Publishing Co 
urer. 


Stetson China Names Agency 
Stetson China Co., Lincoln, IL, 
maker of china dinnerware, has 


larger advertisers don’t want to pay for “dead weight” 
secretary-treas-| Even though 800 stores were dropped last year, Red & White Corp. 


....Page 2 


sales hit a new high of $1.5 billion and the emphasis is now on bigger 


' 
| and better supermarkets 


The combined calculations of AA and Farm Publication Reports Inc. 


give you April pages and linage in farm publications on .. 


. Page 24 


appointed Marvin Gordon & As- | “Immoral and otherwise offensive” radio and TV shows will get the 
| once-over from the House interstate commerce committee with 


sociates, Chicago. to direct its ad- 
vertising. Trade publications, con- 
sumer magazines, newspapers and 
direct mail will be used. 


“Have to get to the office early now that we're selling a statewide 
market of 22 million people through the Des Moines Sunday Register!” 


Maybe it hasn't dawned on you just how responsive the lowa 
market can be to advertising in the Des Moines Sunday 


Register. 


Here are the facts: lowa is a market of 22 million people 
who command a neat 3/2 billion dollars per year. It's a 
two-part market—with city folks who out-buy big-buying 


cities like Philadelphia, Boston or San Francisco . . . 


and 


farm families who are the wealthiest on earth. 

You get the best parts of both through advertising in the 
Des Moines Sunday Register. It takes you into the homes of 
over 500,000 families, town and farm, a// over lowa. Cover- 
age in 79 out of lowa’s 99 counties is an amazing 50% to 
complete domination. In 12 counties more, it’s 40% to 49% 


—and at least 21% in the few 


modest $1.86. 


others. Milline rate is a 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 
Daily, 371,459—Sunday, 536,752 


THE DES MOINES REGISTER ann TRIBUNE 


Represented by: 


Gardner Cowles, President 


Seolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—ios Angeles and San Francisco 


Harold Fellows’ help 


All the while chlorophyll is being added to everything from moth 
balls to innersoles, a California dog food maker says he’ll have none 
of the green stuff, pointing out that Fido’s bad breath probably 
stems from inferior ingredients which his product doesn’t contain 


anyway 


John Blair & Co., station reps, may out-Hooper Hooper with a study 


indicating that Hooper reports 
| audience.” 


“grossly underestimate the radio 


In addition to Whitt Schultz’ weekly clinic on mail order, AA features 


| the story of Albert E. Sloan’s direct mail operation 


| Although not just any product can qualify, there are now 85 food 


| 


Disney’s $100,000,000-a-year merchandising division 


items with Donald Duck on the label, adding a healthy hunk to Walt 
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Gordon McLendon Forms 
New Liberty Radio Net 

A new radio network to replace 
the Liberty Broadcasting System 
which folded on May 15 (AA, May 
19) is being formed by Gordon 
McLendon, president of the de- 
funct Liberty net. 

The new corporation will be 
Liberty Network Inc., and _ its 
headquarters will be in Holly- 


wood, Mr. McLendon, its president, 
announced that 26 radio stations 
in California, Washington, Oregon 
and Arizona have already signed 
to join the new net. Earlier last 
week, Mr. McLendon announced 
the formation of a group of eight 
stations in Texas, Louisiana and 
Arkansas. This group presumably 
will now become a part of Lib- 
erty Network Inc. 


LAKE SHORE ELECTROTYPE DIV. 


1224 W. VAN BUREN ST. * CHICAGO 7, ILL. 


PHONE SEeley 8-1010 
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18th of a series 


... And not just high-priced items, either . . . but more of the popular-priced 
merchandise as well. Which is the reason advertising for almost any product 
has more chance to sell in New York's Quality Market—the Herald Tribune! 


It’s a class market that buys mass! . . . five billion dollars BIG! .. . the people with 


higher incomes, more savings, securities and property . . . discriminating people 
who have more dynamic wants and needs, plus the wherewithal to do 


something about it! Get full details... now! 


NEW YORK 


Herald Tribune 


\ \N 


More commuters 
read the 
WERALD TRIBUNE 
than any other 

MOLMING 
newspaper | 


pie Pe bd S 
Herald Tribune famili€ 


Statistical Source: Herald Tribune Continuing Home Study—uniquely complete analysis 
of a newspaper's audience. For further data, write to Herald Tribune Market 
Research Department, 230 West 41st Street, New York 36, N. Y. 
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SOLUTION 


Detective PLUS, the master sleuth, 


H+etet+eee 


Has pockets full of clues. 
He also has a sponsor-booth 


Equipped for you to use! 


More mystery shows, and better ones, 
We broadcast all week through. 


The cost is light, response weighs tons — 


These finger-prints fit you! 


— the difference is MUTUAL! 
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BLS Cost-of-Living Check of 34 Cities 


Finds New Orleans th 


WASHINGTON, May 20—On the 
basis of October, 1951, prices, the 
annual budget for “modest but 
adequate” living for a four-person 
urban family in 34 U.S. cities 
ranged from a low of $3,812 in New 
Orleans to $4,454 in Washington, 
D.C., the Bureau of Labor Statis- 
tics said today. 

For nearly all of the 34 cities, 
the 1951 estimates represent an 
increase of 40 to 50% since the 
first pricing of the budget in March 
1946. 

The city worker’s family bud- 
get was designed to show how 
much it costs a four-person urban 
family to obtain goods and serv- 
ices to maintain a level of living 
according to the prewar standard 
prevailing in large cities. 


® The list of items included in the 
budget was developed for a family 
composed of a father, a housewife 
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: EXPANDING 
ij INDUSTRY last year. 
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a5 700% since 1940. 


family ... 


KELLY-SMITH COMPANY . 


INDIANapotis...THE HAPPY SELLING GROUND 


>$627,000,000 spent on retail goods alone 


)RETAIL SALES UP 300% since 1940 in this 


growing industrial market. 


>MANUFACTURERS’ PAYROLL UP over 
> $6,431 average effective buying income per 


> 42% above national average, and... 


Indiana's two largest dailies, The Indianapolis 
Star and The Indianapolis News, give you satura- 
tion coverage of this growing industrial market, plus 
an effective bonus coverage of 44 rich agricultural 
counties surrounding it... at the lowest possible cost. 


All this makes the Indianapolis market a must on 
every advertising budget! 


NATIONAL REPRESENTATIVES 


e Cheapest Place 


not gainfully employed, and two 
children under 15 years of age. Al- 
though this is larger than the aver- 
age size family, BLS said, about 
half of urban families reach this 
size before being broken up. 
Quantities of goods and services 
other than food and housing which 
were included in the budget were 
obtained from family expenditure 
data collected between 1934 and 
1941. The data showed that at the 
lower end of the income scales dif- 
‘ferences in purchases by families 
at successive income levels are pri- 
marily in the quantity of items 
bought; in the higher brackets 
there are differences due to choice 
of higher quality or more expen- 
sive items. 
The BLS table for the 34 cities 
showed budgets as a whole, and 
budgets exclusive of taxes, insur- 
ance and occupational expense. 
After the deduction of these items, 
the budget in New Orleans is re- 
duced to $3,441 and in Washington, 
to $3,965. 


® Housing accounted for much of 
the difference from city to city. It 
ranged from $581 in New Orleans 
to $1,034 in Washington. In draw- 
ing up the “budget” BLS specified 
a five-room rental unit. 

For most cities, housing costs 
increased from 2% to 7% between 
October, 1950, and October, 1951. 
The greatest increases were found 
in Milwaukee (10%), San Fran- 
cisco and Los Angeles (about 9% ), 
|and Portland, Ore. (7%). 

Food prices differed only a rela- 
tively small amount from city to 
city. The low was Milwaukee, with 
a total cost of $1,296, and the high, 
Savannah with $1,409. 


|@ Part of the table, showing “esti- 
|mated annual costs and relative 
lintercity differences,” is reprinted 
as follows: 

ESTIMATED ANNUAL COSTS 


Goods, rents, services 


Total Hous- 
| City Budget Total ing' Food 
Atlanta $4.315 $3,844 $934 $1,331 
Baltimore 4.217 3,761 875 1,354 
| Birmingham 4,252 3,766 805 1,371 
Boston 4.217 3,753 801 1,356 
Buffalo 4.127 3,674 775 1,324 
Chicago 4.185 3,745 825 1,353 
Cincinnati 4,208 3,764 901 1,316 
Cleveland 4,103 3,678 715 = 1,330 
Denver 4.199 3,748 857 =—s-11,331 
| Detroit 4.195 3,753 758 1,360 
Houston 4.304 3,839 964 =1,362 


Indianapolis 4,044 3,590 689 1,326 
Jacksonville, 


Fla. 4.202 3,759 866 =—«1,359 
| Kansas City, 
| Mo 3,960 3,558 683 = 1,305 


Los Angeles 4,311 3.818 
Manchester, 
N.H 


4,090 3.654 765 1,327 

Memphis 4,190 3,748 865 1,348 
Milwaukee 4,387 3,878 964 1,296 
Minneapolis 4,161 3,687 797 ~=61,.298 
Mobile 3,969 3,536 611 1,401 
New Orleans .. 3,812 3,441 581 1,363 
New York 4.083 3.639 723° 0«1,367 
Norfolk 4.146 3,686 815 = =1,335 
Philadelphia 4.078 3,607 784 1,370 
Pittsburgh 4.203 3,750 758 1,363 
Portland, Me. 4,021 3.608 716 1,321 
Portland, Ore. 4,153 ° 3,681 764 «1,311 
Richmond 4.338 3,840 997 =61,328 

| St. Louis 4.112 3,681 751 1,350 
| San Francisco 4.263 3,779 798 861,353 
| Savannah 4,067 3.644 746 «1,409 
| Scranton 4,002 3,556 707» =1,314 
| Seattle 4,280 3,823 804 = 1,373 


Washington 4.454 3,965 1.034 1,352 

‘Estimated average rent, including cost 
| of heat and utilities, of 5-room dwelling 
| units meeting standards specified for bud- 
get 

*Includes allowance for 189 meals away 
from home, and alcoholic beverages, 
snacks, ete 


Dow Chemical Boosts Boundy 


Dow Chemical Co., Midland 
Mich., has promoted Dr. R. H. 
Boundy from manager of the plas- 
tics department to head of the 
company’s research activities. C. B. 
Branch, manager of the technical 
service and development depart- 
ment, succeeds Dr. Boundy. 


White Motor Promotes Two 

White Motor Co., Cleveland, has 
promoted Earl H. Lewis from as- 
sistant to the v.p. in charge of 
sales to manager of sales training. 
E. S. Hoke, branch manager in Al- 
bany, succeeds Mr. Lewis. 
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FOR YOUR BENEFIT 


PLAN NOW TO ATTEND THE 


“INDUSTRIAL ADVERTISING FACES 


THE FIGHTING FIFTIES” 


The following is a breakdown of the Conference Program 
by subjects, listing speakers: 


POST-MOBILIZATION “How industry can meet post-mobilization problems 
MARKETING | through improved research and marketing’. 
By a top management executive 
of leading industrial concern 
PUBLIC RELATIONS "Current Public Relations Problems of Business’’. 
FAIRFAX CONE, President 
Foote, Cone & Belding 
BUILDING FREE "How advertising men can help explain American 
ENTERPRISE economic system to workers and the public’’. 
CHESTER H. LANG, Vice-President 
General Electric Company 
VISUAL AIDS "Demonstration of Visual Aids”. 
Panel presented by Cleveland 
Chapter 
“Discussion of Export Advertising”. 
Panel, headed by 
H. |. ORWIG, Buchen Company 
BUDGET "Graphicpresentationofadvertising budget, stress- 
ing ‘How much should we spend on advertising?’ ” 
E. E. BEAUCHAMP, JR., Adv. Engineer 
lane- Wells Co. 
ADVERTISING "Presentation of effectiveness of industrial adver- 
EFFECTIVENESS tising’. Ponel headed by DOUGLAS WILLIAMSON, 
Chairman, N.1.A.A. Committee 
DIRECT MAIL "Direct mail and technical literature”. 
Panel presented by Cincinnati 
Chapter 
DISTRIBUTION “What industrial distributors think of advertising”. 
Panel presented by New York Chapter 
"Development of new distribution and sales pro- 
motion policies’. GEORGE STINEBACK, Manager 


Polyken Division 
Baver & Black 


EXPORT ADVERTISING 


ADVERTISER-AGENCY- "A dramatic presentation on better advertiser- 
PUBLISHER cgency-publisher relations”. 
RELATIONS Skit presented by Milwaukee Chapter 


Headed by ART TOFTE, 
Allis-Chalmers Company 


ENTERTAINMENT, SOCIABILITY, FELLOWSHIP 


1 Pre-Conference get-together dinner (Sunday night) 
2 Annual N.I.A.A. Business Meeting 

3 Publishers’ reception and cocktail party 

4 Town Meeting of the Air Broadcast 

5 Conference Banquet 

6 Chapter Officers’ Breakfast 


EXHIBITS AND AWARDS 


The Toppers awards 

Chapter membership awards 

Traffic Service awards 

Putman awards 

McGraw-Hill awards 

Industrial Marketing Editorial awards 
Pittsburgh Chapter Attendance awards 
Industrial Press awards 

Publishers’ sales presentation awards 
10 Industrial exhibits awards 


SaONnNOUhLON = 
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RESEARCH "Presentation of N.!.A.A. Research Committee Sur- 
vey”. Panel headed by R. C. SICKLER, 
duPont, Chairman, N.1.A.A. Research 
Planning and Control Committee 
"Presentation of Readership research techniques" 
Panel presented by St. Louis Chapter 
“Presentation of Industrial Advertising Research 
Institute Plans’’. BENNETT CHAPPLE, JR. ; 
Institute Committee Chairman : 
PUBLICITY ‘Pane! presentation of public relations and pub- — 
“licity problems”. A panel presentation, headed by : 
GEORGE BLACK, ' 
Cooper Alloy Foundry Company 
MERCHANDISING §‘Merchandisingadvertisingtosalesorganizations’ _ 


H. D. BISSELL, Director of Merchandising 
Minneapolis-Honeywell Company 


NEW PRODUCT “Introducing and promoting new products’. 


PROMOTION JOHN S. HAWLEY, Marketing Manager 
Shakeproof, Inc. 
MARKETS "Development of new products and new markets” 


CARY H. STEVENSON, Vice-President 
Lindberg Engineering Company 


MOTION PICTURES) ‘Howtoproduce and distribute anindustrial movie” 
Panel presentation, headed by 


ROBERT BARBOUR, Bokelite Company t 


EXHIBITS "Discussion of Shows and Exhibits”. 
Panel presented by 
N.LA.A. Committee on Exhibits 
POST-MOBILIZATION “How marketing and advertising mencanprepore — 
TASKS for the task ahead”. 


J. E. SINGLETON, Vice-President 
Allis-Chalmers Company 


Also an interesting program for NIAA ladies 


Pre-conference registration 
saves you $5.00. Register now for 


NIAA’s 30th ANNUAL CONFERENCE 
JUNE 29th to JULY 2nd 


Palmer House—Chicago 


your registration direct to NIAA headquarters 
1776 Broadway, New York, New York 


Men's pre-conference registration fee $50. 
Ladies’ pre-conference registration fee $25. 


Additional details on conference can be secured from NIAA 
headquarters or calling Chicago number, Financial 6-0012 


This space sponsored by COLLINS, MILLER & HUTCHINGS, INC. 
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Colgate Chlorophyll 
Toothpaste Will Go 
National in June 


New 
no company 


YorK, May 22—Although 
official would con- 
firm, it now is certain that Col- 
gate-Palmolive-Peet Co. will in- 
troduce Colgate chlorophyll! tooth- 


BEL oR 
ait DER 


ADVERTISERS © AGENCIES © CLIENTS 


are all exposed daily to clans for LIBEL 


SLANDER. Invasion of Privacy. Violation of 
Copyrnant 

INSURE THIS HAZARD! 
Our umque pc y S adequate and amazingly 
imexpensive ts smart 


tapenence cloves 


WRITE FOR DETAILS ANO -RATES 


EMPLOYERS REINSURANCE 


CORPORATION 


nturance Eichange Kansas City Mo 


paste nationally by mid-June at 
the latest 

An extensive advertising cam- 
paign, including a large list of 
magazines, is in preparation to 
launch the long awaited Colgate 
entry into the chlorophyll denti- 
frice field. Colgate has been test 
marketing its chlorophyll paste 
since February (AA, March 3). 

Some distribution of the chloro- 
phyll dentifrice has been achieved 
in virtually every city in the coun- 
try, according to a Colgate official. 


@ ApvVERTISING AGE this week dis- 
covered an unpublicized chloro- 
phyll toothpaste which has re- 
portedly been on the market for 
about three years. Anti-Decay 
Drug Corp. introduced DK Vitamin 
K toothpaste on a regional basis 
about three years ago. 

At the time, white chlorophyll 
derivatives were a part of the for- 
mula, according to Irving Braver- 
man, v.p. in charge of merchan- 
dising and advertising, but the 
company could not publicize the 


fact because of certain restrictions, 
including food and drug laws. 

Three months ago, satisfactory 
evidence was established and the 
company began pasting labels on 
what it now calls DK Vitamin K 
chlorophyll ammoniated tooth- 
paste. 

Anti-Decay is a “sporadic” ad- 
vertiser, but an enlarged campaign 
is planned for August or Septem- 
ber in newspapers. Ken Rader Co. 
is the agency. 

DK is distributed in New York, 
New Jersey, Connecticut, Buffalo, 
Pittsburgh and will be in Cleve- 
land in about two or three weeks. 


® Purepac Corp., manufacturer of 
Chloramint mouthwash, has intro- 
duced Chloramint chlorophyll 
toothpaste in the New York market. 
No advertising is running and the 
“completely new marketing ap- 
proach” forecast by the company 
is not yet in evidence. The com- 
pany is undecided about expansion 
of its distribution. (For other news 
of chlorophylls see Page 40.) 


Marketing Group 
‘Fight’ Becomes 
a Polite Debate 


Harold Barnes, Kevin 
Sweeney Discuss Media 
Merits Without Rancor 
New YorK, May 22—The pros- 
pect of a blood-letting scrap be- 


tween champions of newspaper 
and radio advertising attracted the 


season’s largest crowd to a lunch-| 


eon sponsored today by a discus- 
sion group of the American Mar- 
keting Assn. 

But the audience went away 
largely unsated because the com- 
batants did little more than touch 
gloves, land an occasional light jab 
and meticulously observe Queens- 
berry. 


in a bigger way— 


It’s the only top-ranking man-woman 
magazine that screens its millions 
for the BUY on their minds! 


3%-MILLION man-woman circulation has been consist- 
ently topped by only three magazines in all publishing 


history. Better Homes & Gardens 


is one of these. 


But BH&G goes out from there to a bigness unmatched 
by any top-ranking publication, anywhere: 


BH&G’s multimillions are editorially screened to eliminate 
all but the best possible prospects for your wares! 


It contains NO fiction, NO sensationalism, NO general 
news photos! Instead, it devotes every page, picture and 
paragraph to serving the BUY-minded with what they 


want most. 


And what they want are notes, 


ideas and suggestions 


about what to try—what to BUY—to make busy days 
easier, families happier, life more enjoyable and complete! 


‘Those are the things that impel 32-million families 


men 


and women together—eagerly to await each issue of 


into purchases —and 


3'o-million 


screened for the Bl 


MER +4 PUBLISHING 


Serving a SCREENED MARKET 


of 3'%- Million Better Familie 


BH&G, to read and reread its motivating pages. 


They have the incomes to convert this motivation 


they consider BH&G 


their family buying counselor! 
Can you think of any market more likely 
to respond to your advertising than these 
better-income 


families — 
Y on their minds? 


OMPANY, Des Moines, lowa 


Advertising Age, May 26, 1952 


The “fighters” were Kevin 
Sweeney, v.p. of the Broadcast Ad- 
vertising Bureau, and Harold S. 
Barnes, director of the Bureau of 
Advertising, American Newspaper 
Publishers Assn. They were met 
on opposite sides of the question: 
“Do the ARBI radio vs. newspaper 
studies really prove what they 
claim to prove?” (The ARBI is 
Advertising Research Bureau Inc.) 


|@ Mr. Sweeney said he didn’t rep- 

resent ARBI, but that the BAB was 
one of its customers. He told some- 
thing of the ground rules under 
which ARBI operates, and at one 
point he conceded that radio ad- 
| vertising “hasn't won all its tests” 
| with newspapers. 

“Newspapers,” he continued, “do 
only part of the job. The radio 
market is as large or larger than 
the newspaper market and the 
pictures created by spoken words 
are as good or better than that 
created by printed words.” 

Mr. Sweeney graciously ex- 
pressed the hope that newspaper 
linage would not decline and added 
, that “retail stores under-advertise 
in newspapers. They should do 
more and do a better job.” 


8 For his part, Mr. Barnes urged 
one and all “to give up the search 
for the one superior advertising 
medium.” He said all media are 
good and that “each one, by its na- 
ture, can do certain things super- 
latively well.” 

Mr. Barnes obligingly conceded 
that, in the 50 ARBI tests pub- 
lished by BAB, “radio seems to 
have sold more of the featured 
items in a majority of cases.” 

“But to me,” he continued, “that 
is not the most important point. 
The important point is that these 
tests seem to have had little in- 
fluence on the subsequent use of 
newspapers by the participating 
retailers.” 

Mr. Barnes cited figures which 
showed that, for 44 of 45 stores 
which took part in the published 
studies, “only six showed a de- 
creased use of newspapers that 
could be credited” to the tests. 


s The figures, he said, show: 24 
stores show linage increases be- 
‘tween 0.1% to 75.6%; 8 stores 
showed linage decreases of 7% or 
less (but the retailers were spend- 
ing the same amount of dollars, 
only rate hikes caused less linage), 
and 12 stores showed linage losses 
ranging from 11.5% to 49%. 

In six of these last 12 stores, he 
said, the reason was: 

“1. The store was a heavy stock- 
holder in Transit Radio. 

“2. An unfortunate credit situa- 
tion. 

“3. Two stores spent the same or 
a greater number of dollars, but 
rate increases bought less linage. 

“4. Two stores that showed a loss 
in linage showed no subsequent 
increase in their radio investment.” 


® According to Mr. Barnes, both 
radio and newspapers are excellent 
advertising media, and he urged 
that, “while you give due weight to 
the ARBI studies, you keep your 
eye focussed on the broad basic 
problem of the retailer —to build 
volume and profit.” 

Mr. Barnes asked the audience 
to “forget the ARBI tests, forget 
cost per 1,000 homes, forget de- 
livered messages per dollar as 
the be-all and end-all of advertis- 
ing. I earnestly implore that you 
concentrate on the fundamental 
problem: when, where and how to 
use each advertising medium most 
effectively. If each of us will con- 
centrate on that fundamental prob- 
lem, all advertising will become 
more productive. And the more 
productive all advertising becomes, 
the more total dollars will be spent 
for advertising.” 


Sam Ewing Agency Moves 


Sam Ewing Agency, San Fran- 
cisco, has moved to 995 Market St. 
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REMEMBER THESE 4 VITAL FACTS... 


¢ Institutions’ buyers and specifiers overwhelmingly prefer to receive man- 
ufacturers’ catalogs conveniently bound in INSTITUTIONS CATALOG 


DIRECTORY. 
; ¢ Only a small portion of institutions have facilities for the filing of catalogs FOOD SERVICE EQUIPMENT 
received through the mail, left by salesmen, obtained at conventions, or SSS 
by oth is 
secured by other means beavs; luerts 


¢ Among those few institutions having filing facilities, only a small portion 
of all catalogs received are filed. 


* YOUR CATALOG, BOUND INTO INSTITUTIONS CATALOG 

DIRECTORY, IS PREFILED AND THOROUGHLY CROSS INDEXED. 
IT CANNOT BECOME LOST, DISCARDED, OR MISFILED. 
INSTITUTIONS CATALOG DIRECTORY IS 
THE EASY WAY FOR INSTITUTIONS’ BUY- 
ERS AND SPECIFIERS TO FIND YOUR 
PRODUCT. 


The 1953 edition closes 
September 15, 1952. 


Write today for new study made among all types 
of institutions demonstrating the acceptance of 
INSTITUTIONS CATALOG DIRECTORY for the 
distribution of your catalog material. 

CONSULT YOUR ADVERTISING AGENCY or 
write to 


INSTITUTIONS CATALOG DIRECTORY 
1801 PRAIRIE AVENUE - CHICAGO 16, ILLINOIS 
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These companies — 
placing over two-thirds 
of all chemical 
advertising pages — 
are 1952 NEWSWEEK 
advertisers. 
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More on Speculative Presentations 

On April 14 we discussed speculative presentations to clients 
by agencies in this space. We reported that, although the subject 
was not on the program, it was the hottest topic of conversation at 
the meeting of the American Assn. of Advertising Agencies. 

We reported then that the Four A’s standards of practice piously 

veigh against speculative presentations. The Four A’s standards 
Bay: “It is recognized as unsound, uneconomic and unprofessional to 
“Submit speculative material in competitive solicitation.” But, as 
.: said then, these are merely fine words. Most agencies, apparently 


cluding most Four A’s members, do not recognize speculative pres- 
itations as unsound, uneconomic or unprofessional. On the con- 
ary, they make them all the time. 

If evidence were needed to substantiate this statement, the story 

Motorola, which appears on Page 1, ought to be conclusive. Of 
e 13 agencies seeking the account after the first screening, 
bmitted speculative material, according to Motorola. Of the four 
nalists, each submitted speculative material. 

Moreover, Motorola was not a bit annoyed. In fact, as the com- 
any told AA in one of the frankest discussions of agency selection 
hich has ever been published, they would not have selected an 
ency which refused to do so. 

This statement by Motorola goes a long way to bring the whole 
bject of speculative presentations out into the open, where it 
ght to be. They are either good, or they are bad; they are either 
matter for industry codes, or they are an individual business prob- 

m for each agency, and each client, to solve individually. 

; ADVERTISING AGE is delighted to present Motorola’s viewpoint, and 
» Mopes to present additional comments, pro and con, in subsequent 
: other issues. 

3 We said in our previous editorial that we incline to the belief 

. that speculative presentations are a matter of business judgment, 

ise which might well be left to the individual agency to decide. 

- We also said, and we want to reiterate, that in an industry which 
is devoting more and more attention to ethics, one of two things 

either an effort should be made to enforce the 

or the standards of practice 


ought to be done: 
standards of practice as they exist, 
should be revised to embrace reality. 


Justification, or Sales? 

Business, especially in consumer hard goods, is showing increas- 
ing signs of becoming more “normal.’’ Customers, in considerable 
quantities, are staying away from retail salespeople. They exhibit 
no distress at having not taken advantage of the latest startling 
offer of a refrigerator complete with kitchen floor, or a stove with 
built-in cook. 

Their dammed up wants have been largely met. They can now, 
in many cases, live on their “fat” for a while. They are not clamor- 
: ing for anything. In short, they have to be sold. 
ae This condition, if not one devoutly to be wished, should cer- 
tainly not amaze anyone. Its arrival has been clearly indicated. Its 
solution, too, is clearly indicated: a notch taken in the belt, a squar- 
ing of shoulders, a little more effort and a little more sweat on the 
selling front. 

But very few people in the business seem able to recall these 
simple truths. Instead, they are increasingly exuding the stale 
odor of pessimism. One gets the impression, almost, that instead of 
squaring away for the grand and glorious fight, they have already 
conceded defeat. Their principal concern now seems to be to make 
sure that the blame rests on someone else’s shoulders. 

This is in some respects a soul-satisfying procedure. But we can 
tell you, confidentially, that it won't sell anything to anyone. 


“most” 


a 


American Telephone & Telegraph 


oo 


~Long Lines, publication of 


“Mr. Jones speaking. They're all out to lunch; I’m just the skeleton force.” 


What They're Saying 


People’s Capitalism 

It is perhaps significant that in 
recent years American enterprise 
has shown a remarkable willing- 
ness to shoulder new social obli- 
gations. These obligations are 
changing, and, for the most part, 
growing. They are growing into 
something scarcely dreamed of by 
the classical economists, and least 
of all by that architect of error, 
Karl Marx, to whom the dictator- 
ship of the proletariat was the ul- 
timate end of all social and eco- 
nomic change. 

Today we know that in America 
we have something approaching a 
people’s capitalism, and the people 
are day by day becoming more and 
more a part of that capitalism. It 
is a people’s capitalism with in- 
dustry shouldering more of the 
social responsibility for our order, 
and pointing the way to increased 


' production of goods and services | 


for a better life of all. 


—Harry A. Bullis, board chairman ot | 


General Mills, in a talk delivered be- 
fore a recent meeting of National 
Industrial Conference Board. 


One Indispensable ‘Must’ 

What new factor has been intro- 
duced into our economy in recent 
years? What in fact has largely 
supported demand? The answer. . . 
is the government. The increased 
importance of the government as 
a consumer is measured by the fact 
that in 1950 it consumed over 42.1 
billion dollars of goods and ser- 
vices. Or to put it in another way, 
whereas in 1929 government con- 
sumed 9% of the net national 
product, in 1950 it consumed 15%, 
and in 1951 and 1952, this govern- 
ment percentage is continuing a 
rapid upward trend. Of course, 
what we are producing represents 
a fantastically greater total vol- 
ume than it did years ago when 
the government bought only 9%. 
What has happened, of course, is 
| that America has done the impossi- 
{ble in production. Industry has 
mushroomed to the extent that the 
demands of the defense program 
and the needs of a country that has 
the highest living standard in the 
world, not to mention the demands 
of civilian people in democratic 
countries everywhere, are being 
met. 

While it looks as though a large 
government demand will probably 
hold for the immediate future, 
what will happen when the inter- 
national situation becomes more 
stable? What will happen when an 
economy-minded government finds 


it possible to whittle down present 
enormous expenditures? Will it 
mean that we must adopt a less 
dynamic economy, accept unem- 
ployment as normal, and reconcile 
ourselves to a reduced standard of 
living? 

We cannot accept this as a 
reasonable premise for Americans. 
But, if we are to avoid this bleak 
alternative; if instead we are to 
absorb these swollen production 
facilities into a new and better 
civilian economy, there is one in- 
dispensable “must”; all-out distri- 
bution. In terms of their organi-! 
zation, their training, and their 
hard hitting, all around compe- 
tence, our nation’s sales forces 
must write a new chapter in crea-| 
tive salesmanship. To back it up, 
every department in industry will 
have to win new laurels. 


—Ray R. Eppert, executive v. p., Bur- 
roughs Adding Machine Co., in a 
speech at the University of Michigan, 
May 9. 


What the Oracles Ignore 
Every business has its sooth- 
sayers and alarmists, its little men 


, who peer into the crystal balls of 


their own insecurity and see only 
dire forebodings; but it is in the 
business of advertising that the 
soothsayers are the shoddiest, the! 
alarmists the alarmingest, and the 
crystal balls the cloudiest. It has 
been ever thus, from the 19th 
century, when the development of 
the halftone was predicted to spell 
starvation for every pen-and-ink 
artist, to the 20th century, when 
the development of TV was pre- 
dicted to make things difficult for 
all other forms of advertising in 
general, and to spell doom for ra- 
dio advertising in particular. 

And now, with postal rates and 
production costs soaring, and with 
senatorial popinjays berating the 
medium itself, the doom of direct 


| mail advertising is predicted to be 


fairly well sealed. 

Just how unrealistic can crack- 
pots be? 

In the strange hypnosis caused 
by soaring postal rates and pro- 
duction costs, and an all-too-trans- 
parent supply of wishful thinking, 
the oracles seem almost too eager 
to ignore the one thing that con- 
trols the destiny of direct mail 
advertising. That one thing is peo- 
ple ...the people who create, plan, 
produce, supervise, use and sell 
this form of advertising. . . 

Hubert S. Foster, director of ad- 


vertising, in Better Impressions, pub- 
lished by Mead Corp., Dayton, O. 


Advertising Age, May 26, 1952 


Rough Proofs 


Newest rival of chlorophyll is 
protopectins, found in Sunkist 
Growers’ Valencia oranges. 

They’re going to make vitamins 
seem awfully old-fashioned. 


The hazards of movie endorse- 
ments seem to increase geometri- 
cally if the advertiser tries for a 
joint testimonial from two picture 
stars who at the time are married 
to each other. 


Now that Jim Nance has taken 
over the presidency of Packard, 
stockholders of the company will 
undoubtedly expect him to develop 
a Hotpoint sales and advertising 
idea. 

. 


Forhan’s, the FTC says, “con- 
tains nothing the application of 
which is of therapeutic value in the 
prevention or cure of any disease 
or disorder of the teeth or gums.” 

But they admit it’s a good denti- 
frice, anyway. 

° 


“Hauoli maoli oe!” is good old 
Hawaiian for “Here’s to your hap- 
piness,” N. W. Ayer informs us. 

The toast can be drunk with any 
beverage, but the best way is with 
Dole’s pineapple juice. 

e 

“Pre-selling repetition,” says 
CBS Radio, “is today’s best stand- 
in for clerks in self-service stores.” 

It’s a good substitute, that is, 
for the invisible men. 


The leveling down of top in- 
come brackets, says Dr. Charles 
M. Whitlo, has profoundly affected 
the sale of prestige merchandise. 

Where do all those Cadillacs 
come from? 


Hoard’s Dairyman has just an- 
nounced the prize winners in its 
annual cow judging competition 
for advertising men, and just to 
make it hard, the field didn’t in- 
clude Elsie. 

- 

NBC was evidently looking for a 
hard-hitting salesman for its net- 
work radio staff in Chicago when 
it appointed Robert L. (Bud) 
Swats. 


Based on popular appeal, P. Lor- 
illard features illustrations of wo- 
men and dogs in its point of pur- 
chase displays, and no doubt both 
groups appreciate the compliment. 

” 

A Detroit advertising agency 
looking for a top creative man un- 
derlines the requirement that he 
be older than 35. 

Probably decided the boy won- 
ders are all in the Army. 


A book dividend offered to club 
members isn’t really free, says the 
FTC, but contingent on other pur- 
chases. 

A gift by any other rose would 
smell as sweet. 


John Blair says Hooper is under- 
estimating the size of radio audi- 
ences. Just wait until they put 


telephones in automobiles, and 
we'll have something. 
Copy Cus. 
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MULTI-MILLION DOLLAR CITY- r 
BUILT PIER ONE OF THE 
MOST MODERN IN AMERICA! 


Now leased by the United States Lines, al / EeXfar1S/07 deine 
of 3 


this 1011-foot long pier is complete yin 

with modern rail and truck entrances. ast (n : d 6 with 
It helps speed the flow of goods to and 0s i A 
from the great Philadelphia port... row! 

the 2nd port in America... fastest- 
growing port in the country! 


SE ERC G HO hm. 


STEADILY GAINING IN LINAGE 


THE INQUIRER IS IN UNDISPUTED of za 
‘ OS a. 
FIRST PLACE IN PHILADELPHIA! j iladelh ue 


Making daily gains in advertising lin- fngure Grows ! 
age, THE INQUIRER stays way out he woop" Sexe 
in front among Philadelphia news- Pies. 
papers. Today, THE INQUIRER 2 ‘4 
leads in NATIONAL, RETAIL, 

DEPARTMENT STORE, CLASSI. fh 
FIED and TOTAL advertising ! ng 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 
in Philadelphia! 


Che Philadelphia Inguiver F 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 + 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 ba 
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Supermarkets ring up 35.(00,000 daily sales — and on a weekly basis 
the number of sales exceeds the population of the United States. 


Supermarkets are the country’s most powerful magnet for housewives 
| because they serve the largest assortments and the biggest values to 
be found anywhere in this country. The Supermarket is the fastest- 
moving and fastest-growing industry in America — chalking up over 
a $25 Billion yearly volume . . . depending solely on minimum mark-up 


and maximum turnover. 


Such a fast-moving business needs the kind of news service that 
, is the FAIRCHILD trademark in the business world . . . fast, complete 
: i news coverage, and high-speed production strictly fresh! And it better 
be — for things happen fast in the food business. 


Supermarket News means the entry of big publishing into the 


food business. Big service for a big operation moving with the speed of 
express trains. Big presses capable of 50,000 finished newspapers per 
hour. Big coverage: 350 correspondents flung around the world. Big 
channeling stations — 24 large branch offices (and a Washington 
Bureau that would make any metropolitan newspaper proud). Tele- 
types, telephones, telegraphs — all pounding away to and from every- 
where . . . all gathered, sluiced, evaluated, written, and edited by 1600 
employees who have great proficiency and integrity in getting out 


ee ee ee 


significant news . . . fast! 


Take advantage of our introductory subscription offer — $1.00 


a year. 


Supermarket News 


A Fairchild Publication * 7 East 12th Street, New York 3, N.Y. 


for 


Women's Wear Daily 
Daily News Record 
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Promotes Southern Illinois 
The Chicago & Eastern Illinois 
Railroad has taken full pages in 
Business Week and Traffic World 
to promote southern Illinois as an 
industrial area. Copy was based on 


Joppa, Ill., and pointed out the 
town’s advantages for power, lo- 
cation and transportation. Erwin, 
Wasey & Co., Chicago, is the 


agency 


Aronson Heads Ronson 
Alexander H. Aronson has been 
elected president and _ general 


manager of Ronson Art Metal 
Works Inc., Newark. He succeeds 
Alexander W. Harris, who is re- 
tiring. Mr. Aronson is the son of 


the late Louis B. Aronson, founder 


of the company 


median 


Boosts Harrison, Adds Kerr 
Richard Harrison, who has been 


senior account executive and re- 
search director since 1950, has 
been named a junior partner of 


Baker, Johnson & Dickinson, Mil- 
waukee agency. He will continue 
in his previous functions. Francis 
C. Kerr, formerly an account ex- 
ecutive with Presba, Fellers & 
Presba, Chicago, has joined the 
agency as an account executive. 


Donald Krause to Wilson 


Donald W. Krause has joined 
Edwin Bird Wilson Advertising, 
New York, as an account execu- 
tive. Mr. Krause was formerly as- 
sistant cashier in charge of adver- 
tising and public relations with 
the Chicago National Bank. 


income, 


growth rate, 


LOW 


line rate... 


Elks’ incomes 
median. 


a distinguish The Elks Magazine. 


are twice the national 


The Elks subscribers have doubled since 


1942 to better 
An advertising 


than 1,000,000. 
rate of $5.50 a line gives 


you a class income market at a mass cost 


per thousand. 
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53,000,000 TV Sets 
by 1960 Predicted 
by GE's Baker 


Syracuse, May 20—W 


R. G. 
Baker, General Electric v.p., pre- 
dicted last week that television sets 
in operation will outnumber homes 
with electricity by 1960. 


Speaking here before Robert 
Morris Associates, an investment 
banking group, Mr. Baker said GE 
market research indicates that 53,- 
000,000 sets wil! be in use by 1960 
This is triple the present number 
and 5,000,000 more than the ex- 
pected number of electrified homes 
by that time. 

Mr. Baker, who is general man- 
ager of GE’s electronics division, 
said that as many as 10,000,000 
homes may have two TV sets. 


® The GE executive also told his 
audience that “one of the major 
increases in the use of electronics | 
will be in industry.’ 

He pointed out that by making} 
greater use of electronics, indus- | 
try could vastly increase output of | 
goods and services per worker and} 
thus bring about a higher stand- 
ard of living. | 

Mr. Baker said a step in this| 
direction might do away with an| 
old standby of the electrical age—| 
the man who reads the meter. He} 
explained that household watt- 
hour meters may be read electron- 
ically. The information would be 
transmitted automatically to elec- 
tronic business machines “which 
would make out bills and compile 
a complete and continuous record.” 


NARTB Activates Dues Plan 
The combination dues _ plan 
adopted by the National Assn. of 
Radio and Television Broadcasters 
last February has been activated 
by the board committee, and all 
members will soon receive details 
of the plan and requirements to 
qualify. Non-member stations also 
will receive details. According to 
the plan, qualified stations 50% 
or more of which are owned by 
one person or group may receive 
dues discounts. Discounts: for two 
stations, 10%; for three stations, | 
15%; for four stations, 20%, and} 
for five or more stations, 25%. | 


Appoints Kotula Co. 

Baruch, Rothschild & Co., New 
York investment company recent- 
ly formed by Sailing P. Baruch 
and George F. Rothschild, has ap- 
pointed Kotula Co., New York, to 
direct its advertising. 


- 


we 


your success is our ‘business... 
meeting your deadlines without sacrificing quality... 


_~ Providing your organization with efficient 
service, willingly given... 


producing for you the finest quality printing 
plates...made’by skilled craftsmen in 
_ ge &iiedgo’s most modern plant. 


Advertising Age, May 26, 1952 


Getting Personal 


Lawrence L. Moore, manager of the special service department of 
Kroger Co., Cincinnati, has been elected president of the Cincinnati 
Sales Executives Council. He succeeds Wilmer Highlands, resident 
manager, Reuben H. Donnelley Corp. . . 

A memerial to the late Claude E. Ingalls, for 35 years editor and 
co-owner of the Gazette-Times, Corvallis, Ore., has been set up 
by his daughter and son-in-law, Mr. and Mrs. Stanton Wallace, 
owners of Cascade Printing Co., Corvallis. The award will go to a 
senior Oregon State College student publications staff member who 
has made the greatest contribution in the year to the welfare of 
student publications. In addition to the trophy, a permanent plaque 
will serve as a record of each year’s winner and will hang in the 
OSC journalism department. . . 

Howard B. Shaw, account executive of Kramer-Crasselt Co., Mil- 
waukee, has oeen elected president of the Milwaukee alumni chapter 
of Alpha Delta Sigma, professional advertising fraternity. New 
v.p.s are Wendell D. Palmer, WTMJ, and Bill Malone, sales repre- 
sentative for Gugler Lithographic Co... 

First prize ($500) in a Minneapolis Star and Tribune contest for 
the best statement on the value of Minneapolis newspapers as an ad 
medium was won by Donald E. Shank, account executive for Gib- 
bons Advertising Agency, Tulsa... 


ON LOCATION—George Woolf (left), manager of radio and TV programs at Foote, 

Cone & Belding, New York, on the set with Lili St. Cyr and Richard Benedict during 

location shooting on “The Miami Story,” for which he wrote the screen play. The 
picture is scheduled for fall release. 


It’s good news that Oliver Drummond, New England representa- 
tive of Woman’s Home Companion, is home again, after a long stay 
in the hospital...Golden Gate College has established a Florence 
Gardner Advertising Scholarship in honor of the executive secre- 
tary of the San Francisco Adclub...The commencement address 
at Carthage College, Carthage, Ill., will be delivered by Conger 
Reynolds, director of public relations for Standard Oil Co. (Ind.). 
During the ceremonies he will be awarded an honorary degree of 
doctor of letters and laws... 

One of the passengers on the survey flight in advance of the first 
scheduled Northwest Airlines stratocruiser to Tokyo was John P. 
Cunningham, executive v.p. of Cunningham & Walsh, New York... 
Featured speaker at the p.r. session at the Camp Fire Girls triennial 
conference was W. Howard Chase, General Foods’ p.r. head, now on 
leave to work with the Eisenhower campaign. . . 

Two of the featured performers at the Westchester Country Club’s 
tenth annual “Jitters” show, a musical comedy, were Ben Duffy, 
BBDO’s prexy, and Francis X. Zuzulo, manager of press informa- 
tion for the Mutual Broadcasting System... 

R. F. Hudson Sr., publisher of the Advertiser and Journal, Mont- 
gomery, Ala., is recovering from injuries received in an automobile 
accident early this month. Among other injuries, he suffered a 
fractured hip that required an operation .. . Capt. Malcolm C. Smith, 
on military leave from his post as Oregon zone manager for West- 
Holliday in Portland, Ore., has been transferred to Mitchel Field, 
L.I., New York. He is in the air force G-2 office and has moved 
his family to New York for the duration of his service. .. 

The annual golf and dinner outing of the Lantern Club of Boston 
is expected to show that “our association with these leading ad- 
vertising figures is not limited to call reports and expense accounts,” 
says Philip E. Nutting, governor of the magazine representatives’ 
group... 

Col. Frederick S. Wildman, president of Bellows & Co., has been 
made a Chevalier of the Legion of Honor of France. The award was 
presented at the French Embassy offices in New York...Joe Jen- 
kins of Ketchum, Macleod & Grove has been elected president of 
the Pittsburgh Radio and Television Club... 

Mr. and Mrs. Arthur H. Miller announce the birth of Deborah 
Ellen, their third child and second daughter. Mr. Miller’s public 
relations organization handles radio and TV accounts. . .Marking 
the beginning of his 25th year with the “American Forum of the 
Air,” Theodore Granik was honored May 7 at a luncheon given 
by National Broadcasting Co... 

John Burke, promotion director of the McGraw-Hill International 
division, celebrates 35 years with the company on June 6... 

May 8 was a great day at Monsen-Chicago (the typographers). 
The Gordon Monsens became the parents of a daughter named Mary 
Lynn; it was Gordon's birthday, too; and the 40th wedding anni- 
versary of his parents, the Myron T. Monsens.. . 

Clair Henderson (general manager of Arthur G. Rippey & Co., 
Denver agency) and Mrs. Henderson have announced the engage- 
ment of their daughter Joan to James Mitchell. Both young people 
are seniors at the University of Colorado... 
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the most important 
magazine in the 


COUNTRY 


¢ First in circulation where haif the 
consumers of America live. 


¢ First in the hearts of the people of 
Rural America. 


¢ First in the minds of advertisers with 
products and ideas to sell ... for the 
farm... for the home .. . for the family. 


Farm Journal, Inc., Phila. 5, Pa. 
Graham Patterson, Publisher 


selling Rural America 
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SALES CRUSADER ; 


Behold Sir PLUS, in armor plate, ? 


+ eee eee 


The Mutual knight-errant. 


He sallies forth to demonstrate 


Two p s here « rent: 


” This network's famed efficiency 
Is up, like Sir P.’s visor; 


While costs are like his spurs, you see, 


-6444244446464 


Way down — to please a miser! 
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— the difference is MUTUAL! 
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Britannica Films Names 3 

Encyclopaedia Britannica Films 
Inc., Wilmette, Ill., has made three 
executive appointments to inten- 
sify sales and promotional de- 
velopment work. 

Frank Vander Heiden, previous- 
ly v. p. and general manager of 
Typographic Craftsmen Inc., has 
been appointed advertising direc- 
tor. Lloyd Brady, formerly adver- 
tising and publicity manager for 
Chicago Title & Trust Co., has been 
named public relations director. 
John Gaskel Jr.. who was sales 
manager of Curriculum Films Inc., 
has been appointed sales manager 
for Instructional Films, a_ sub- 
sidiary. 


Monroe Promoted to S. M. 

A. G. (Al) Monroe, district man- 
ager of the midwestern office in 
St. Louis, has been promoted to 
sales manager of the Aluminum 
Auto-Lok Window sales division 
of Ludman Corp., Miami. 


KQV Promotes Simon 

Owen Simon, continuity direc- 
tor of KQV, Pittsburgh, has been 
promoted to publicity director- 
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Detroit Art Group 
Picks Best Ad Art 


in Annual Contest 


DETROIT, May 20—Following its 
annual awards dinner, the Detroit 
Art Directors Club opened its 
fourth exhibition of advertising 
art last night. 

Winners in 14 categories were 
selected by a panel of judges con- 
sisting of Charles T. Gerhart, art 
director, Procter & Gamble Co., 
and president of the National So- 
ciety of Art Directors; V.C. Kenny, 
Griswold-Eshleman Co.; Louise 
,Grace, Grant Advertising; Wayne 
Claxton, chairman of the fine arts 
department, Wayne University, 
and John P. St. Clair, president of 
the Adcraft Club of Detroit. 

Merle Armitage, art director of 
Look, was the guest speaker at 
the dinner, and Joe Gentile, WJBK, 

| was master of ceremonies. 
| 
| 
@ Winners chosen by the club’s 
| judges this year are: 
Magazine art color: Dow Chemical Co., 
| advertiser; MacManus, John & Adams, 
| agency; Arthur Lidov, artist, and Fred- 
| erick Simper, art director. Magazine color 
| photography: Dow Chemical Co., adver- 
tiser; MacManus, John & Adams, agency; 
Al Grann, artist, and Frederick Simper, 
art director 

B&w trade publication ads: National 
Steel Corp., advertiser; Campbell-Ewald, 
agency; Jose J. Calvillo, artist, and A. B. 
Scott, art director. Color trade publication 
ad: Bundy Tubing Co., advertiser; Brooke, 
Smith, French & Dorrance, agency; Andre 
Durenceau, artist, and Paul Meyers, art 
director. 

Trade color photography: Champion 
Paper and Fibre Co., advertiser; Camp- 
bell-Ewald Co., agency; Cle Clark, artist, 
and A. B. Scott, art director 

B&w newspaper ads: Cadillac Motor 
Car division, General Motors Corp., ad- 
vertiser; MacManus, John & Adams, 
agency; James Crabb, artist, and Glenn 
Frost, art director 

Direct mail color photography: Lincoln- 
Mercury division, Ford Motor Co., ad- 
vertiser; Kenyon & Eckhardt, agency, 
Cle Clark, artist, and C. F. Korten, art 
director. Direct mail color drawings: Ford 
Motor Co., advertiser; J. Walter Thomp- 
son Co., agency; Norman Rockwell, artist, 
and Ralph Breding, art director. Direct 
mail b&w drawing: Lincoln-Mercury di- 
vision, Ford Motor Co., advertiser; Ken- 
yon & Eckhardt, agency; Don Silver- 
stein, artist, and Alex Kondratuk, art 
director 

24-sheet poster: Fintex Clothes, adver- 
tiser; Luckoff, Wayburn & Frankel, 
agency; Richard Kozlow, artist and art 
director. Wall poster: Ford Motor Co 
‘quality control), advertiser; J. Walter 
Thompson Co., agency; Mike Doyle, artist, 
and Joe Feist, art director. Point of sale 
poster and display: Lincoln-Mercury di- 
vision, Ford Motor Co., advertiser; Ken- 
yon & Eckhardt, agency; Emmett Mc- 
Namara, artist, and C. F. Korten, art 
director 

Editorial: Lincoln-Mercury Times, Ford 
Motor Co. publications; Louise Jansson, 
artist, and A. T. Lougee, art director. 
Design of complete unit: Lincoln-Mercury 
division, Ford Motor Co., advertiser; Ken- 
yon & Eckhardt, agency, and C. F. Korten, 
art director 


Promotes Richard Burkholder 
The electric appliance division 
of Westinghouse Electric Corp., 
Mansfield, O., has promoted Rich- 
ard R. Burkholder, in charge of 
developing advertising and pro- 
motion of the refrigerator trade- 
in program, to electric range ad- 
vertising supervisor. He will work 
on the preparation of all adver- 
tising and related materials for 
Westinghouse electric ranges. 


Gets Christiansen Corp. 

Marsteller, Gebhardt & Reed, 
Chicago and Pittsburgh, has been 
appointed to handle advertising for 
Christiansen Corp., Chicago, and 
its subsidiaries. Christiansen sub- 
sidiaries are Alumicast Corp.; In- 
dustrial Smelting Corp.; Magne- 
sium Co. of America, and the new- 
ly formed Titanium Co. of Ameri- 
ca. 


JWT Appoints Tomlin 

Thomas H. Tomlin has joined 
J. Walter Thompson Co., Los An- 
geles. He will be in charge of the 
production and traffic depart- 
ments. Previously he was produc- 
tion manager for Elwood J. Rob- 
inson Co., Los Angeles. 


John Falkner Arndt Moves 
John Falkner Arndt & Co., Phil- 
adelphia, is moving into its own 
building at 160 N. 15th St. The 
agency is 28 years old this year. 
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... says we can stem the growth of Federal power 


N the current LOOK, Adlai E. Stevenson, Gov- 

ernor of Illinois, presents his solution to an 
alarming problem... the increasing concentra- 
tion of power in the Federal Government. 


The runaway growth of Federal bureaucracy 
can be stopped, he says, only by the States them- 
selves. In LOOK he tells precisely what he be- 
lieves the States can do and must do...and 
what the individual citizen can do and must do 
... to halt the march of Big Government. 


He also expresses his views, candidly and force- 
fully, on the urgent question of States’ Rights. 


Although Governor Stevenson has refused to 
seek the Democratic nomination, he is still the 
leading Presidential choice of many Democrats. 
Whether or not he becomes the Democratic nom- 
inee, what he has to say about Federal power 
and States’ Rights is of significance to every 
political figure, businessman and voter. 


Governor Stevenson’s article appears in the 
absorbing, up-to-the-minute LOOK REPORTS 
section. Like so many LOOK articles, it will help 
LOOK’s more than 18,453,000 readers to reach 
decisions on important questions of our time. 
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Look 


GARDNER COWLES, EDITOR 
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Bendix Distributors 
Urged to Use More 
Small Town Papers 


Soutn Benp, May 20—Bendix 
Home Appliances division of Av- 
co Mfg. Corp. is urging its dis- 
tributors to make greater use of 
small town newspapers 

Frank S. Ryan, Bendix ad and 
sales promotion director, revealed 
that a recent study of 12 Bendix 
distributorships showed that too 
many promotion dollars were con- 
centrated ‘in metropolitan areas 

In one case the company found 
that, even after allowances for 
rate differences, 85¢ of every $1 
being put metropolitan 

even though two-thirds of 


was into 
papel 
the potential customers lived out- 
ide the 

lhe study, which so far has cov- 
ered only midwestern distributors, 
is being made to determine the 
breakdown of the company’s mag- 
azine and television expenditures 
between metropolitan and non- 
metropolitan areas. Tatham-Laird 
Inc., Chicago, Bendix’ agency, is 
conducting the studies 


area 


@ In one study, Bendix found a 
midwestern city “of nearly 100,- 
000 persons where only $136 had 
been spent promoting Bendix in 16 
months,” Mr. Ryan said 

“In another case involving more 
_ 700,000 persons who live out- | 

de a metropolitan trading area, | 
G5‘: of the local Bendix 
tion money had been concentrated 
@n 10% of the people,” he added 

Mr. Rvyan is using the results of | 
Ris initial research to hammer | 
fiome to distributors that 
@stent local level advertising is 


ssential for Bendix to maintain 
s top position in the automatic | 
| 
| 
| 
| 


promo- 


“cone | 


ye laundry 

» “We have learned that con- 
@stency, plus newspaper ads that 
@im at building traffic for Bendix 
have been the 


ore promotions, 
y to Bendix’ sales success. We 


industry 


Git be successful if we blanket 
the large cities and leave the 
@halier cities and towns alone 


Most of the people live in the 
SMalicr cities, towns, and in rural 
are. he poited out 


Brooks Mtg. to McCarthy 
Brook Mfg. Co. Cincinnati 
aker of Plastic-Tak, a reusable 

ine ive, has appointed L. F 

McCarthy & Co. Cincinnati, to 

direct its advertising and publicity. 


A BUSINESS MARKET 


WORTH DEVELOPING! 


Kiwanians as Executives 


60,849 Owners 

28,823 Partners 

30,024 Officers of Corporations 
28,023 Directors of Corporations 
27,823 Managers 

11,209 Branch Managers 

4,004 Department Heads 

3,602 Saies Managers 

4,203 Superintendents 

2,002 Assistant Managers 


Kiwanians as Employers 


70,857 employ I to 4 persons 
30,225 employ 5 to 9 persons 
32,226 employ 10 to 24 persons 
19,016 employ 25 to 49 persons 
10,408 employ 50 to 9 persons 
12,410 employ 100 to 499 persons 
1,001 employ 500 to 999 persons 
600 employ over 1,000 persons 


TOTAL CIRCULATION 210,000 


Donie!l Starch Readership Study and complete 


morket information available on request. 


the KIWANIS Magazine 


SPURUSHED FOR COMMUNITY LEADERS 
$20 N Muhrqon Ave, Chicago tt. 


hash Promotes 3 in Canada 
T. S. Adams has been promoted 
to general manager of Nash Motors 
of Canada Ltd. Mr. Adams has 
been works manager of the Nash 
Toronto plant since its opening 
three years ago. His promotion co- 
incides with a shift in the control 
of Nash's Canadian operations 
from the Detroit headquarters to 


Nash-Kelvinator Corp., Toronto. 
T. D. Hand has been advanced 
from assistant zone manager to 


Toronto zone. 
district mana- 
Hand 


manager of the 
George E. Worley, 
ger, succeeds Mr 


Electro-Pliance Names Toal 

E. Patrick Toal, formerly sales 
manager of Capehart-Farnsworth 
Corp., Ft. Wayne, has been named 
general manager of Electro-Pli- 
ance Distributors Inc., Milwaukee. 
Mr. Toal at one time was eastern 
sales manager for Hotpoint Inc., 
Chicago. 


WHIM Increases Rates 

WHIM, Providence, has in- 
creased its rates about 20°. The 
Station claims a 65% audience in- 
crease in the past year. 


‘Child Life’ Hikes Rates 


Child Life is increasing its full- 
page one-time rate from $840 to 
$945. All other rates are being 
raised proportionately. Its circu- 
lation guarantee remains the same. 
This is the magazine's first rate 
hike since 1947. Contracts received 
by July 1 will be honored at the 
old rate. 


"Western Farm Life’ Moves 

Western Farm Life has moved 
its offices and plant to 616 Wash- 
ington St., Denver. 


Advertising Age, May 26, 1952 
Reynolds Is Ad, PR Head 


James T. Reynolds, formerly as- 
sistant ad manager of Bostwick 
Laboratories Inc., Bridgeport, 
Conn., has been named manager 
of the new business department of 
American Bank & Trust Co., Suf- 
folk, Va. He will direct advertis- 
ing and public relations activities. 


Elects Vern Boxell V.P. 


Vern M. Boxell, account execu- 
tive for Hill & Knowlton, New 
York, public relations consultant, 
has been elected a v.p. 


.S. INDUSTRY’S. 


iy 


among all 


“BUYING TEAM 


IRON AGE 


¥e 


-metalworki 


» In a comprehensive readership survey, 


18 leading industrial companies con- 


: E tacted the men on their customer and 


that 


prospect lists .. . the men they knew 


controlled or influenced buying. 


} These lists, in themselves, definitely 
showed that buying is a teamwork 
function, with sometimes one com- 
bination of executives, sometimes 
another, deciding the type and make 
of product to be bought. 


» Among nietalworking publications, 
The IRON AGE was the No. 1 choice 
of the combined executive groups 
. .. with impressive strength in all 


of them. 


§ Look carefully at the tabulation to 
the right. It proves conclusively 


The IRON AGE, with its 


powerful horizontal coverage of 
metalworking executives, is your 
strongest medium to reach all the 


men who buy. 


This is No. 4 of a series 
No. 


1 Metalworking votes The IRON AGE No. 
1 among all types of magazines. 


No. 2—-U. S. Industry votes The IRON AGE No. 


1 among all industrial magazines. 


No. 3-U. S. Industry votes The IRON AGE most 


useful of all metalworking magazines. 
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GLOUCESTER, 
Consolidated Lobster 
launched Ocean-Clear fresh frozen 


Advertising Age, May 26, 1952 


Boston Test Starts 
for Frozen Lobster 
Soup Concentrate 


several other new lo! 
to be introduced shor 
ton office of N. W 
handles the account. 


concentrate mixes with a double 
quantity of fresh milk and the 
soup is ready to serve after 15 
minutes in a double boiler. Lobster 
is normally a luxury food item, the 
company points out, but with 
Ocean-Clear a pint of lobster soup 
can be had for less than 30¢ plus 
the cost of the milk. This makes it 


er products | Ramsey Corp. Promotes Two 
The Bos- Ramsey Corp., St. Louis maker 
,ver & Son! of piston rings, has promoted Sam- 
|uel G. Pike from assistant to the 
| sales manager to advertising man- 
ager. He succeeds W. G. Myers, 
Wilson Sporting Boosts Berns ty has been advanced to direc- 

Harry Berns, who has been with| tor of purchases. 

the company for 18 


nonths, has| 
been promoted to advertising pro-| WONS Appoints Henry 


Mass., May 20— 


Co. has 


cream of lobster soup concentrate “one of the most attractively 

: , : : : : ¥ duction manager of W ison Sport- , 
in a Boston test using radio food priced items of its kind ever pro- ing Goods Co., Chicago. He ee Py pant penne 4 = 
shows, store demonstrations and duced.” ceeds Jack Stubenrauch. Jim Fitz- has joined WONS, Hartford, as as- 


cooperative newspaper ads. 
Packed in a five-ounce can, 


gerald has joined the public rela- 
tions department. 


sistant to the general manager in 
charge of sales promotion. 


Consolidated isn’t ready to an- 


the nounce plans now but says it has 


CHECK THE ©ROOF OF IRON AGE LEADERSHIP 


An Anaiys> of the first 1? etchwerking publice- 
tions bese: on tote! mentions fingh gl industry. 


WHY IS THE IRON AGE NO. 1? Be- 


creo. 8 PURE 


‘a ms Bs ol ore, an co Sa cause The IRON AGE is a horizontal 
j paren ia ia | ee ast aon publication. It is edited for all man- 
a. ae 1) se 0 agement — administration, produc- 
indole nace oa wees tion, engineering, financial, purchas- 
: maniaie is ke ee in ts ing. Its intense readership across 
31 4 or a management plus the largest total 
sf ous distribution of any metalworking 
n ie ees magazine across the wide metalwork- 
: rs: 7 oeoN ing industry make it a natural to be 

= as. iy * : voted No. 1 

; 2 3 s 

my ts WHY IS THE IRON AGE NO. 1? Because 


The IRON AGE’s excellent record of serv- 


= 


ice to mighty metalworking is unparal- 
leled. Every week the latest vital news, 
market reports, technical articles—any im- 


: WHY 15 THis SURVEY NOTEWORTHY? portant information that affects metalwork- 


ing executives—are flashed to the industry 


5 Wis the largest, most comprehensive - costal maorip survey 
ever pur ducted. 


2. gre tobewing 18 |e -odliig nathponies poindiaradies a! 
Mba « a 


with the same fast-paced schedule general 


news is distributed by a Time or Newsweek. 


Mins te. bined 


WHY IS THE IRON AGE NO. 1? Because of 
The IRON AGE’s absolute reliability and au- 
thenticity—attested to by thousands of quotes 
in the U. S. press . . . “According to The IRON 


The Goodyear Tire & uit. Co. 


Machanice! Robber Geow: Div wo 
. Hy odo Alr Pragduch Co. 
Hornlechfeges Corp, Untied Satea Seed Cas. AGE”. That's why metalworking men, admin- 
Wytte: Compony ov sehen Beetle Corp. 
P. & Mallory & Co., tne. A overetes Oivkeion istrative and operating executives believe in it, 


3. The 18 companies mailed o total of 
individuals on their 
42,876. 

4. Ali individuals contacted were men whe conte or influence 
buying, regerdiess of “sie oF industry. 


5. Results were clovified and tobuloted % the McGraw-Hill 
Publiching Co. : 


6. Magozines of oli types - general, >osiness, Industriol — ore 
eluded in survey resu'ts. : 


198,837 questionnaires to 
ustomer and procpect am Replies totled 


make decisions from it, run their plants by it . . 


and buy out of its busy advertising pages. 


Ask your IRON AGE representative to 
show you a detailed tabulation of this 


survey—publication by publication. 


llronAge © B og 


A CHILTON PUBLICATION + 100 EAST 42nd STREET ~NEW YORK 17, W.Y. 


Azteca Films Advertises 


Azteca Films Inc., largest dis- 
tributor of Mexican and Spanish 
language films in the U. S., has 
named Walter McCreery Inc., 
Beverly Hills, to handle its adver- 
tising and promotion. A radio test 
campaign will start in Los An- 
geles, and subsequently spread to 
other metropolitan areas. The cam- 
paign is designed to acquaint the 
English-speaking public with the 
quality of Azteca films. Another 
facet of the promotion will include 
a cooperative venture with educa- 
tional institutions to augment in- 
struction in Spanish language 
classes. 


Appoints Winkler Copy Chief 

Richard J. Winkler, formerly 
with Shaffer, Brennan, Margulis 
Advertising, St. Louis, has been 
appointed copy chief of Warner, 
Schulenburg, Todd & Associates, 
St. Louis. 


| Barq's to Hugo Wagenseil 


Barq’s Bottling Co., bottler of 


Barq’s flavored carbonated bever- 
ages, has named Hugo Wagenseil 
| & Associates, Dayton, to direct its 
| advertising. 


Why do so many other 
publications use 


The Wall Street 
Journal? 


‘ee C. | 


Because it has more 
than 83,000* subscrib- 
ers who directly decide 
on their companies’ ad- 
vertising — not to men- 
tion its thousands of 
other readers who can 
wield a weighty influ- 
ence on advertising 


. i 


% Based on recent Wall 
Street Journal ‘Census of 
Buying Power.” For a 
complete picture of the 
positions, functions and 
buying ability of The Jour- 
nal’s 234,569 subscribers, 
ask to see this Census! 


Hl MT 


The Wall Street Journal 
- 44 Brood 


Dollos 


911 Young — ; 
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¥ This is an advertiser —contented, experienced, 

secure in the knowledge... 

he Red Skelton portrays “The Astonished Advertiser” 

a COPS SOSH SHES HESHSHEHEHEHHSHE SEES HSHEEHEEHEHESESHESHESHSHSESHSHEHSEHHEHSHSSHEHSHEHSHESHSEHSSSHS SESH SHES SHESESESSOSEOESESEE EES S 
+ 


ee = 


And, like many otherwise astute advertisers, The average TV family spends only 4% summer days 
perhaps he falls for the TV climatic fallacy — communing with nature—on vacation, that is. 

its effectiveness bounded by fall, winter 

: and spring? Well - - - 


> 

In the New York market alone the typical summer Even more, NBC has its new summer discount plan— 
‘ advertiser obtained 46,000 extra customers through and an array of sizzling summer shows to go with it. 
‘ his TV advertising. Amazing? Well - - - 
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That television, today, is the most profitable 
advertising medium ever evolved. 


But, does he know that it stays profitable 
all year long ? 


In the average summer week, 94.8 of the TV 
families are available—and owners watch almost 
2 hours every day. 


Brands which advertised on TV last summer averaged 
28% higher sales among program viewers compared to 
non-viewers—and does he know... 


All told, no smart advertiser can afford to avoid 
the fantastic facts of NBC-TV’s effectiveness, 
measured by the only true thermometer: results. 


Now that Red Skelton (he with the 49.9 Nielsen Sunday 
night rating) has been warmed up on the subject of 
Summer Television, perhaps you, too, would like to hear more. 


The whole red-hot story is in NBC’s new research 
study, “Summer Television.” It’s yours for the 
asking—as well as full details on programming 


and rates... 
a 
' le 


No. 1 Medium for your Sales Success 
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April Advertising Pages and Linage in Farm Publications : | May 2, 


Official Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Current Month 
Commercial Dis- Current Month 
play Excluding Commercial Dis- 
Poultry, Classified play Exclud 
bisa chai ‘ gush . and Livestock, in —_ Classified 
- otal vertising, in Pages otal Advertising, in Line Line: ~— and Livestock. 
April April Jan.-April Jan.-April April April dan.-April “den April Aprit P April bon “hee et April sae Advertising, in Lines Lines x“ 
1952 1951 1952 1951 195219511952 195119521951 1952 1951 1982 195 19621951 “Toga” “*ggapr! April Apri 
1951 
Oregon Farmer ..... 

- ae opel eee. eo a ae ' “Oreaon Grange Bulietin. 16.2 13 "01 B70 itgee ieee | 4g ORB ven202 17598 jess 

apper's Farmer 0 ' 64 140,896 48614 36.891 ennsylvania Farmer . . 1 : " y . : 

foeicemees HAE SE Bs a GREY ee Bee] “See. nt ct mre ort cee cee mM EM Ste 

arm Journa 6 9 ’ 70,52 46,477 45,427 ZIiinois Edition .... 912 86.2 357. 

Farm & Ranch— ZIndiana Edition... 886 855 3929 37.0 4.470 62357 356 saa 338.030 = = tH 
Southern Agriculturist Average 2 Editions .. 89.9 85.9 355.0 327.4 65,422 62510 258378 236505 onose 23:23) 
ZUpper South Edition 38.5 40.7 144.0 151.7 26,162 27.667 97.862 103,173 24,751 25,581 | Rural New-Yorker ..... 44.3 37.3 1785 1589 34,712 ; 1391893 ao 8 804 
tLower South Edition 416 40.3 1542 1494 28.302 27,380 104.887 101,571 26912 25.297 Utah Farmer ........ 593 618 3 210.0 44.858 46714 153428 iss anaes 33873 
Southwest Edition. 555 582 2000 2134 37.713 391572 135946 145,114 34,869 35,758 | Wallaces’ Farmer... 968 943 381.0 3532 75.900 731899 298730 276900 oraes 42522 

p,ieraue 3 Editions 45.2 464 166.1 1716 30.726 31,540 112.899 116,710 28,844 28,879 Washington Farmer .... 59.0 496 1921 173.2 44/585 37521 145167 4 $3 34.217 
rogressive Farmer lestern Farm Life .... 42.7 41.7 155. . f , ; , . t 
ZCarolimaVa Edition 129.5 88.5 406.7 339.4 88,046 60,208 276,527 230,805 85,211 $6,601 SHerdsmen Etition ... 18.0 15.6 198.0 63 14.105 i250 155.245 138281 O81 Lary 
oie hin Fin Wisconsin Agriculturist. 72.6 65.6 2782 287.3 56,895 51.4 218,105 3, 
Edition 1319 926 4178 3 ; s Y 44, : Tre fr. ee SS ee eee 53,746 48,253 
oS OET willie: 69.3 89,717 62,965 284,090 244,515 86.761 59,807 | Total Group .....: 1,455.3 1,389.1 5,572.6 5,165.8 1,121,607 1,064,066 4,271,386 4,036,942 "967.476 915.133 
Edition us 1259 86.5 396.9 3328 85,613 58.833 269,906 226.331 82,982 55,612 Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 

Miss A r 

— ‘ = 0 = poh 3 ant 89.070 59.936 277,009 227,608 86,270 56,636 

Texas Edition 37.9 9 5.0 37L1 93,778 66,053 296,472 252,345 90,337 61,347 ¢ 

Average S ations LL2 906 g129 SPS BoaKS Gse9 seO8oL 3628 sean skew FOrMm Linage Trend Figures in thousands 

Successful Farming 127.7 1215 4218 413.7 57.462 54.689 189.805 181,166 56.406 51.918 
Total Group 606.0 536.4 2,031.4 776.6 354.254 308.585 1,182,890 1.002.206 342.261 292,412 

Not included in totals | 1952 MAGAZINES MONTHLIES 

} 1952 

Monthlies 

“Agricultural Leaders APR.| 354 | APR.1458 | 
Digest 219 229 4 865 4,291 4480 18,934 16.959 4,291 4,480 

American Fruit Grower 30.5 27.9 139.2 1324 13,165 12,034 60,114 57,185 12,953 11,822 MAR. | 333 | MAR.) 5 44 | 

American Poultry Journal 
Eastern Edition 424 428 198.9 215.4 18,196 18,342 85,350 92.533 12.102 10.949 1951 y 1951 
HCentrat Edition 370 334 1594 1762 15.858 14,333 68,381 75.599 11935 9,916 
HWestern Edition . 304 286 1367 1502 13,039 12248 58686 68.382 10.055 8852 | app aoe ee APR 
Average 3 Editions 3.6 349 1650 1807 15.698 14974 70.793 77.505 11,364 9,906 . 

nsas Farmer 20.0 205 689 694 15,129 15534 52 095 52.468 14.184 14.828 
ler Farming Methods 39.8 385 1598 1618 17.098 16529 68.57 6 6 : 
ter Fruit 18.9 15.4 80.0 85.7 7,966 6,573 33,483 34.1 7.966 6,573 SEMI-MONTHLIES BI-WEEKLIES —— 

Breeder's Gazette 214 30.3 937 1009 9,630 13,627 42,188 45.437 7,005 8.110 19 
ifornia Citrograph . 26.6 249 106.3 1026 7 868 16.744 71.250 68.950 17,640 16,604 52 1952 
lina Co-operator 8.0 11.7 46.2 46.0 7 9.4 , . 

Seman, The 824 825 479.5 4205 34.629 34657 201503 176.632 17,721 21.438 ape [ii22 | APR. ave [aoa] 

SHiectricity on the Farm 16.8 17.0 55.3 49.0 5,963 as : anne unas Bes m4 

Fapmer Stockman 48.1 408 1712 1606 36,567 3 ; ‘ y MAR. MA {142} MAR 

"es Cattleman 48.8 48.8 248.1 215.5 20,485 20,475 104,355 90.4 13,601 14,833 Ll.2 ! ! | R a 1376 | 

o ida Grower 216 19.2 99.0 B44 14,702 13,062 67,901 57,511 14,240 12,635 1951 1951 5 1951 

*Edaho Granger 12.0 11.7 32.7 35.4 13,048 12,740 35,819 38.549 13,048 12,740 | 

Kentucky Farmer 28.5 243 1138 1050 22,365 19,033 89,305 82,304 19.429 16,730 | | APR. Cae APR. 386 

Michigan Farm News 23 21 WW? M9 5470 5165 24.932 27.708 5.390 5,103 | 

Missouri Farmer 55 59 28 273 46 4359 17,937 20,546 3,223 3,846 
onal Live Stock 
oducer 93 15 399 419 6749 8, , 30,464 6,421 ~—-8,054 | 
tion's Agriculture 92 77 36 35.0 4142 3,479 15613 15,703 4,142 3,479 | Bi-Weeklies 

Jersey Farm & 
aay 57.7 49.9 2181 193.2 25,989 22,449 98, 86,969 21,782 17,943 | Arizona Farmer .... 79.2 84.8 324.5 275.7 59.871 64,139 245,384 208,436 56,518 59.909 
0 Farm Bureau News. 14.5 12.7 42.2 46.5 6,531 5,680 18,969 20,963 5,969 5,195 | California Farmer: 

PaRific Poultryman 38.4 395 1714 167.7 16.461 16,932 73,524 71,423 10,848 9,429 zNorthern Edition .. 55.8 53.4 224.4 209.1 42,220 40,365 9,680 158,040 39,371 37,379 
try Tribune: Southern Edition . 56.7 55.5 227.7 2146 42.829 956 172,069 162,272 39.980 38.970 
Eastern Edition 45.1 50.7 231.7 236.3 19,331 21,734 99,411 101. 373 13,579 14,710 | Average 2 Editions ... 56.3 54.5 2261 211.9 42525 41161 170875 1601 39.676 38.175 

MCentral Edition 38.0 42.1 198-8 205.7 16,301 18.057 85.256 88. 88.205 12.307 13,201 pod League News 20.4 120 589 516 14.845 _ 8713 229. 37,543 12.244 «7248 
Western Edition 33.4 359 165. 6.2 14, ; . . Total Group ........ 155.9 151.3 6095 539.2 117.241 114013 “458, 
© ty 3 Editions 38.8 429 1985 206.1 16.657 18.395 85,167 88,394 12,396 13,332 | snot included in toials. {Three issues in Aprit' 1952: twee teause’ la Agrit 1951. 488 406,135 108,438 105,332 
thern 
Sei at of HS UH AS SR OS Be ie xe 
h Piant 33.3 29.1 9 . , b ° , 5 . : o 2 _. 
ey World 54.3 504 2623 259.9 23.28 21.642 112511 111,68 16.275 12.340 All figures in the following groups were compiled by Advertising Age 

*Western Dairy Journal . 47.0 40.0 155.7 163.7 19,754 16,818 65,462 68,846 0 9,394 

*Western Livestock | Weeklies 
urnal 108.4 73.2 445.4 358.5 45,528 30,744 187,103 _ 150,633 16,667 13,801 | wees, star Farmer: 

Total Group 908.2 843.5 F9411 3,726.2 “458.036 424,881 1,956,476 1,858,885 355,576 332,531 Kansas Edition .. 34.0 294 1099 1 83,731 72,392 270,548 257,262 65,841 57,352 

#Hot included in totals. §Larger page size (1,100 lines) in April 1951 Missouri Edition .... 33.4 286 107.2 104.2 82,392 70,525 264,299 56.904 65.842 56,400 

Okla.-Ark. Edition... 31.3 27.66 .996 97.6 77.089 68.052 245.273 280,512 61,589 54.822 

Newspaper Monthly Farm Sections tFive issues in April 1952: four issues in April 1951 

*Bbwa Farm & Home 29.8 22.8 108.4 881 31,482 24,027 114,380 93,403 30,937 23, 691 | Dailies 
al Gravure 92 58 312 276 9190 5849 31,119 27,661 190 
mas Ranch & Farm. 20.8 17.6 1016 87.9 22,204 18,788 108.206 93,646 21,112 17, ‘hie Chicago Daily Drovers 

Total Group 598 462 B12 2036 62.876 W664 253.705 214,710 61.239 46,956 | pf, Sts 30.6 27.6 1346 115.5 65,120 58,743 286,848 §=— 245,636 34.672 26,896 
Semi-Month! ; Drovers Telegram | 36.4 30.6 172.9 149.2 77,386 65,109 367,792 317,716 41,498 34,672 
mi-Monthlies maha Daily Journa 
tock , 4 ‘9,783 . A I 
Tiistesn Agretaret .. 980 S23 1980 1979 20008 2256 OD «SE MM gee, Me ee ee OI A 
*California Grange ; Reporter 26.1 173 108.2 80.8 55,512 36,914 230,235 172,254 36,859 23,570 
; 0.4 ae ne ae “eee «eee seen gee «ae ooo 

A ae 25 G6 376 465 13,538 14,725 = 41,136 50,169 9,61B1OAIZ st Creag [306 i022 ~5838 ~4864 276800 217574 1242452 035491 l62204 118020 
Farmer 46.8 426 1548 1480 35,371 . 116,941 111,891 29,722 27,252 i 

srmrpin tet OE BS ee oh ee SR ORGS ORES ites tft | Canodion 

Dakota Farmer 78.1 85.9 26 61, 67, ’ . Country G ‘ 3 178.8 41,156 38, 131,813 41, 

sar #2 Bo Bee a Eel Sie tate ive Bes Br | Marten tt te a] ars ah ek ak aes 

Hoard’s Dairyman 518 4 96. 8 d ; , Eastern Edition ... 102.4 102.7 373.2 377.9 102,412 102,671 373,281 377,902 74,770 79,32 

idaho Farmer 574 554 190.9 8 43,362 41,915 144,305 141,255 40,229 38,611 =Western Edition is 86.9 3143 324.0 84037 86,922 314,230 324,004 436 i153 

*Indiana Farmer s Aver ; y J 94,79 7 v 5 736 
dione Forme ag a . we i204 Fs as 24.963 26746 ge4o7 18.545 18.838 gaAveraue 2 Editions . 93.2 948 3438 351.0 93,225 797 343,756 350,953 70,103 75.736 

Kansas Farmer 9 8 . ; ; , . , Canadian Countryman 58.7 45.8 189.8 163.1 41,091 32,027 132,827 114,119 34,853 26,135 

Michigan Farmer 599 55.72 227.2 216.0 46,009 42,781 174,513 165,928 40,088 36,171  cpsinel ' 33, ; 31570 87 1 100'4 : 

icsouri, Ruralist “3 2S 972 Wi Son MSs eee inn aon Sin | fe oo... os oe - eS 

Montana Farmer- F . 32.2 1129 431.5 410.6 145,424 124,239 474,800 451,708 83,496 77,081 

nena 72$ 7 ; a7 “ 20a by 25.200 35708 ey 012 eo ry} Western Producer tai bod 225.2 218.0 62,856 64,625 241,009 233,275 34,701 _ 40,355 
brask mi Y % J \ 7 aan “ae anuamean at “ a 

New "England Homestead 49.1 463 1810 = 177 34,395 32,392 126,745 124452 24,217 22,185 Total Group . 947.8 B13.1 1,516.4 1,465.1 404,258 386,226 1,411,371 1,379,221 284,215 289,215 

Ohio Farmer 73.3 635 2648 2438 56.298 48.799 203,393 187,303. 49,976 42,726 | +Not included in totals. §Larger page size (700 lines) in April 1951. 


ANPA Reports Drop 
in Newsprint Use 


New York, May 20-—Newsprint 
consumed in April by daily news- 
American 


For the first four months of ‘52 
newsprint consumption by report- 
ing newspapers totaled 1,486,673 
tons, a decrease of 0.04% under 
the first four months of °51, and 
an increase of 0.5% over the com- 
parable period of 1950. 


College PR Men Elect Purchasing Magazine to Bow 

The American College Public Buyers Purchasing Digest Co., 
gree Assn. has elected Edward 921 Ridge Ave., Pittsburgh, will 
P. VonerHaar, public relations di- put out The Industrial Buyers Pur- 
rector and assistant to the presi- chasing Digest, a monthly, in 
dent at Xavier University, Cin- September. Richard Rimbach, 
cinnati, president. Other officers publisher of Instruments and In- 
elected are: Mrs. Veta Lee Smith, strument Manufacturing, is man- 


Four Join Grey Advertising 
Paul H. Kirshon, formerly with 
Monroe Greenthal Advertising, 
New York, has joined Grey Adver- 
tising, New York, as a copywriter 
in the sales promotion depart- 
ment. Richard Watson, formerly 
with Ted Bates & Co., New York, 


papers reporting to 

mewsgeper Puniahers Asn. te- Marshall College, Huntington, W: aging editor and Richard C. Grove, has joined the Grey copy staff. 

taled 393,470 tons, a drop of 4.2% Names White an Associate Va., tp 9 men oo? State Uni-| formerly with Purchasing, and _ Robert Brody, formerly with 

under the 410,723 tons used in Alexande i Associates, Versity of lowa, v.p. for districts; Theodore P. Murphy, formerly| Ted Bates & Co., and Daniel M. 
Alexander Badges & Assotes,” | Marvin G. Oabern Jr., Mississippi with Mill & Factory, are eastern Lissance, previously with Facts 


April, 1951, and 2.6% under the 
403,801 tons in April, 1950. How- 
ever, it is pointed out that there 
were only four Sundays last month 
and five Sundays in April, 1950 
and 1951. 

Stocks of newsprint on hand 
and in transit at the end of last 
menth were 41 days’ supply for the 
average of all reporting news- 


papers. This is a decrease of one 
day’s supply as compared with the 
end of March. There were 31 days’ 
supply at the end of April, '51. 


Richmond public relations consult- 
ant, has appointed J. Stuart White 
an associate. Mr. White has been 
engaged in publicity promotion, 
public relations and advertising in 
Richmond for 23 years. 


Brewer Appoints Bowman 

A. E. Bowman, formerly head of 
Minneapolis City Club Distributing 
Co., has been appointed general 
manager and sales director of 
Jacob Schmidt Brewing Co., St. 
Paul. He succeeds Tom Hastings, 
who has resigned. 


State College, v.p. for membership; and western managers, respec- 
Thomas Pastorius, Ohio Wesleyan tively. 
University, Delaware, O., v.p. for 
athletics, and oe C. Pray; 
stra Co . Hempstead, N. Y. : 
pcre en wooy Ww Tay-Per Productions Inc., Col- 
Topping was reappointed enecu« umbus, a new service to television 
tive secretary advertisers, agencies and studios, 
‘ 2 has been — p write and 
7 produce package TV shows and to 
Scanlon Joins ‘Farm Journal’ handle talent management. Presi- 
Richard Scanlon, formerly mer- dent of the company is Emerson 
chandising manager of Sapolin Lee Taylor, a Columbus attorney, 
Paints Inc., New York, has joined and production manager is Jimmy 
the New York sales staff of Farm Leeper, who has been active in 
Journal. show business and television. 


Tay-Per Productions Bows 


Inc., have also joined Grey. Mr 
Brody is with the copy staff and 
Mr. Lissanceé is a research account 
executive. 


Signs 100 Local Newscasts 

Armstrong Rubber Co., W. Ha- 
ven, Conn., has signed contracts 
to sponsor new programs on more 
than 100 stations from coast to 
coast on a multiweek frequency 
basis, beginning June 2. The com- 
pany is promoting its new Arm- 
strong premium tires. Maxon Inc. 
is the agency. 
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Common sense has been defined as the “genius of mankind.” And it was 
Voltaire who added: “Common sense is not so common.” That applies to 
publishing too. It is easy to go far afield...to run dramatic and sensational 
features. It is hard to make the truth exciting...to be practical and poetic 
...to be realistic and romantic...to make what you run today usable 
and profitable tomorrow. practical builder has always applied 
the yardstick v common sense to everything that appears in its pages. 


Is it down-to-earth? Does it have genuine reader-interest? Can it be used here and now? 


} 
When the answer is “ Yes” you see it in PB. That’s why it has such uncommon 
appeal to readers...and yields such uncommon dividends to advertisers. 
| 


' 


... Of the light construction industry 


Affihated utth 6 Building Industry Magazines comprising the 


Building Supply News, Building Material Merchant, Ceramic Industry. 
Ceramic Data Book, Brick and Clay Record, Masonry Building. 

Send for our 64-page book... THERE'S MONEY IN REMODELING... 
free to any manufacturer who asks for it on his letterhead. 


y 
| 

| largest, most distinguished publications in the building industry 
! 


O iwousTRial PUBLICATIONS, INC., CHICAGO 3 
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In 1951 Curtiss Candy bought 

52 four-color spreads in Quick— 

the largest page contract ever placed 
in a general magazine—to spear- 
head their year long sales effort 


Chapter 2. 


Curtiss renews their contract for '52 
Chapter 3. —once again places 52 four-color 
centerspreads in Quick 


52 weeks of sweet selling go by 


The Moral? Short and sweet: The salesman 
who gets results is the one that stays on the pay- 
roll. Quick gets sales results .. . and Quick offers 
advertisers the lowest cost-per-page per thousand 
of all major weeklies. That’s why Curtiss has 
renewed. And that’s why Quick’s advertising in 
the first quarter of 1952 is up 25 pages—a gain of 
40% over the same period last year. 


Otto Schnering, President and Founder, 
Curtiss Candy Company, who knows from expe- 
rience how Quick makes sales. Agency for Curtiss 
Candy Company: C. L. Miller Company, Inc. 
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Circulation: 
1,270,000 


Ist Quarter 1952 


GARDNER COWLES, EDITOR 
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20th Century-Fox Eyes TV 


Twentieth Century-Fox F 
Corp., New York, may get 
the programming end of teley 
Executives of the company are 
sounding out ad agencies 
informal type of study to see 
there is a demand for the quality 
of shows 20th Century hope 
turn out, and if sponsors would t* 


' 


willing to pay enough for them to 


make it worth while for 20th Cen- 
tury 


Junex Products to Rosenthal 
Junex Products 
of reducing tablets, ha 
Jay 
relation 
national 


y pre 


Chicago maker 
appointed 
Rosenthal Chicago 

counselor to 


rela- 


Albert 
publi« 
handle its 
tions and publi 


publi 


t grams 


Scholastic Corp. Buys 
Magazine, Appoints Nieman 


istic Corp., New York, has 
irchased Practical Home Eco- 
from J. T. Emery. Jack 


pert, executive editor of Scho- 


Vagazines, has been named 


blisher. Ruthanna Russel will 
ont r is editor 

At e same time, Arthur Nie- 
man was appointed assistant ad- 
vertising manager of Scholastic 


Magazines 


Ogden Publishing Names Rep 
New 


Ogden Publishing Co., 
York publisher of Glass Packer 
and Glass Industry, has appointed 


Macintyre, Simpson & Woods, pub- 
lishers’ representative, to represent 
t in the Midwest 


AVALANCHE - JOURNAL 


National Representatives 


TEXAS DAILY PRESS LEAGUE, Inc. 


Fisher Flouring Mills Wins Top Honors 
in Fifth Annual Seattle Adclub Contest 


SEATTLE, May 20—Fisher Flour- 
ing Mills Co. won the sweep- 
stakes in the fifth annual adver- 
tising awards of the Advertising 
& Sales Club of Seattle. 

Fisher’s top ranking in the 
sweepstakes was for an integrated 
campaign using two or more me- 
dia. The recognition was in the 
form of the Roy S. Marshall me- 
morial advertising award, named 
in honor of the late Roy Marshall, 
long identified with Sunset Out- 
door Advertising Co. here. Pacific 
National Advertising Agency han- 
dles the fisher account and re- 
ceived a duplicate award. 

Fisher also took first prize in 
the classification of car card ad- 
vertising to sell merchandise. 


8 Honorable mention for an inte- 
grated campaign went to Weyer- 
haeuser Timber Co., Tacoma, 
whose agency is Mac Wilkins, Cole 


& Weber, Seattle. Weyerhaeuser 
also won first prize for the best 
institutional campaign in newspa- 
pers, best radio program promot- 
ing public relations or community 
service, and best magazine cam- 
paign beamed direct to the general 
consumer 

The list of list prize winners 
follows: 


@ Newspaper advertising: retail—Fred- 
erick & Nelson; institutional—Weyer- 
haeuser Timber Co. (Mac Wilkins, Cole 
& Weber); consumer—Seattle First Na- 
tional Bank (Strang & Prosser) 

Radio advertising: commercial an- 
nouncement copy (selling)—Station KRSC 
food accounts; commercial program (sell- 
ing)—Columbia Breweries (How J. Ryan 
& Son); announcement copy promoting 
community service or public relations— 
Junior Safety Patrol, Station KOMO; 
programs promoting public relations or 
community service—Weyerhaeuser Timber 
Co. (Mac Wilkins, Cole & Weber). 

Magazines and trade publications: gen- 
eral consumer campaign—Weyerhaeuser 
Timber Co. (Mac Wilkins, Cole & Weber); 


for Advertisers in 
The SEATTLE TIMES 


Installation of a new eight unit Goss Head- 
liner Newspaper Press, together with com- 
plete modernization of existing press equip- 


ment, 


is important news to Seattle Times 
advertisers.: 

Now—with equipment equal to the finest 
on the Pacific Coast— The Seattle Times offers 
advertisers much greater flexibility in the use 
of R.O.P. color. 

Color advertisements are accepted in 
units of 1,000 lines or more. 

Here is an opportunity to cash in on 
a busy, prosperous market, made even 
busier by heavy defense production 
spending, through COLOR advertise- 
ments in The Times, Seattle's accepted 
newspaper. Call your O'Mara and 
Ormsbee man for reservations. 
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PAPER HANGERS—These pretty and ef- 

ficient paper hangers took care of posters 

announcing winners of the Seattle ad- 
club‘’s annual ad contest. 


dealer campaign—Pacific Car & Foundry 
Co. (David Pollock Agency). 

Outdoor advertising: 24-sheet screen- 
process poster design—International Trade 
Fair (Wallace Mackay Co); 24-sheet 
lithograph poster—Columbia Breweries 
‘How J. Ryan & Son); painted bulletin 
—Northern Pacific Railway Co 

Transit advertising: car card campaign 
to sell merchandise—Fisher Flouring 
Mills Co. (Pacific National Advertising 
Agency); car card campaign to sell serv- 
ices—Binyon Optometrists (Wallace 
Mackay Co.); traveling displays—Seattle 
Chevrolet Dealers Assn. (Frederick E 
Baker & Associates). 

Direct mail: institutional promotion 
using a letter—Albers Milling Co.; sales 
campaign with a letter—Garden Park 
Motel ‘Mail Advertising Bureau); insti- 
tutional promotion with mailing pieces 


other than letters—Oregon-Washington- 
California Pear Bureau ‘Pacific Na- 
tional Advertising Agency); sales cam- 


paign with mailing pieces other than let- 
ters—Whitney & Co. (Burke Co); house 
organ—Boeing Airplane Co. 

TV advertising: film or slide commer- 
cials, less than one minute—Bardahl Mfg 
Co. (Wallace Mackay Co.); filmed TV 
program, five or more minutes—National 
Bank of Commerce (Mac Wilkins, Cole & 
Weber); live program, five minutes or 
more—People’s National Bank (Frederick 
E. Baker & Associates). 

Motion Pictures: film of more than five 
minutes—Standard Oil Co. of California 

Integrated campaign ‘Roy S. Marshall 
memorial advertising award): Fisher 
Flouring Mills Co. ‘Pacific National Ad- 
vertising Agency). 


Six Join N. W. Ayer & Son 

George F. Harrington, formerly 
assistant director with Jerry Fair- 
banks Inc., New York, has joined 
the motion picture staff of N. W. 
Ayer & Son’s radio-TV department 
in New York. Joan J. Williams, 
formerly with the Television Ad- 
vertising Assn., New York, has 
joined the copy staff in New York. 
Barney Sabath, formerly with 
Guenther-Bradford & Co., has 
joined the Chicago office as a 
copywriter. Richard T. O'Reilly 
has moved to New York service 
from the agency’s plans-merchan- 
dising department in Philadelphia. 
Two returning Korean veterans, 
Robert F. Kurtz and Horace D. 
Nalls, have rejoined Ayer in Phila- 
delphia. 


New England Coke Co. 
Starts Biggest Campaign 

New England Coke Co., Boston, 
has opened its largest spring cam- 
paign with irregular-shaped, large- 
space newspaper insertions. The 
newspaper promotion will be 
backed by radio, TV, transporta- 
tion, direct mail and counter 
cards. 

Smaller newspaper space also is 
scheduled, along with Boston 
front-page teaser ads. More than 
2,000 radio spots have been set in 
16 marketing areas, with televi- 
sion announcements slated in Bos- 
ton. James Thomas Chirurg Co., 
Boston, is the agency. 


Willes Joins WFLN 


Jackson Willes, formerly with 
the circulation department of Cur- 
tis Publishing Co., Philadelphia, 
has joined the advertising staff of 
WFLN, Philadelphia, owned by 
Franklin Broadcasting Co. 


Names Harry P. Bridge Co. 


Hetherington Inc., Sharon Hill, 
Pa.. maker of special switches and 
aviation specialties, has appointed 
Harry P. Bridge Co., Philadelphia, 
to direct its advertising. 
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SHORT COPY . . . low-cost effectiveness 


4* When it rains it pours mrous , is, 
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“For many years a large share of Morton's advertising budget has gone to 
outdoor space. Sales results continue to justify confidence in outdoor as 


an effective, low-cost advertising medium.” 


G. W. CarrinGcron 
1 ing Vanaeer 


MORTON SALT COMPANY 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 
WALKER & COMPANY «+ UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO., INC. 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. « RICHMOND POSTER ADV. CO. + E. A. ECKERT ADVERTISING CO 
of the nation’s PORTER POSTER SERVICE +» SLAYTON & COMPANY «+ THE HARRY H. PACKER CO. + BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. + C. E. STEVENS CO. 
consumers... CONSOLVO ADVERTISING CORP. «+ LEHIGH ADVERTISING CO. « MARYLAND ADVERTISING CO 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 .« 
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N. Y. BBB Sets Up . 
Nine-Point Guide ; [ 


PR Group Expands to Britain Arnold, Meade Join Y&R 
Public Relations Management Stanley N. Arnold, formerly with 

Corp., New York, has expanded William H. Weintraub & Co., New 

its international operations to in- York, and John P. Meade, for- 


clude Great Britain. Campbell- merly with Minute Maid Corp., 

Johnson & Swarbrick Ltd., London New York, have joined Young & for Food Plan Ads 

p.r. consultants, have become affil- Rubicam, New York, as merchan- 3 

iate dise executives New York, May 20—In an at- 


tempt to channel the expected 
flood of home-freezer food plan 
advertising in this city, the Better 


% 


Business Bureau has issued a spe- 

ut) west cial bulletin as a guide to adver- . 

; é (1 [7 Ou; r] tisers and media carrying promo- t 
" tions for freezer-food combina- 

tions. i 


ion’ Territor 
The Nation's Largest Trade y The bureau emphasized that it } 


is not trying to discourage fair 


4 Manufactures CLOTHING and accurate offerings of freezer- 

r $30,000,000 enevelty, food plans, or legitimate advertis- 

at ’ ' ing of possible savings through 
be, nationally known brands bulk purchases or through buying } 
3S ; in season ; 

ay mode in [! Paso The nine-point guide for adver- 
ee tising and selling of freezer-food ; 
4? Two Separate Newspapers — 27¢ Buys BOTH! combinations provides that: 
: a) TWO FOR ONE—For Father's Day and graduation gifts, Speidel Co. dealers will 1. All ads must state clearly and | 
Che €\ Plasu Cimes El Paso Herald-Post promote watch bands cased in the above “‘silent secretary.” TV, radio and news- conspicuously that both the freezer 

An Independent Newspaper A Scripps-Howard Newspaper paper advertising will back them up. Sullivan, Stauffer, Colwell & Bayles; New and foods must be purchased, and 

‘ Morning and Sunday Evening York, is the agency. in no case must either item be ad- 

i ‘ — a : a vertised as “free,” “cost you noth- 
t ing,” etc. 
oo 2. Terms such as “wholesale” : 

; and “at wholesale prices” should 


not be used. 


8 3. “Savings” claims of specific 
amounts or percentages should not +; 

be used since they are not sup- 
portable at all times and with all ' 
items. 

4. Specific food prices are to be 

used only when the quantity to p 
be purchased for the application of 5 
these prices is clearly stated. 
5. Prices per pound of certain 
meat cuts, based on purchase of 
large quantities containing cheaper 
cuts, should not be used. 

6. Extra charges (delivery, cut- 
ting, wrapping, etc.) which must 
be paid and which will affect spe- 
cific prices quoted must be men- 
tioned conspicuously and in con- 
junction with the prices. 

7. “No down payment,” “no 
money down” or terms of similar 
meaning should not be used if any 
advance payment is required. 

8. Only government grading 
terms should be used in describ- 
ing meats f 

9. The “standards for the adver- L 
tising and selling of radios, tele- 
vision receivers and service, and 
home appliances” should be fol- 
lowed in all advertising and selling 
of freezer-food combinaticens 


Bakelite Co. Promotes Four ! 
Arnold F. Sward has been pro- } 

moted to manager of the newly 

created consumer products depart- d 

ment of Bakelite Co., division of 

Union Carbide & Carbon Corp., 

New York. He has been manager 

of the calendering materials divi- 

sion. G. D. Schuman has been 

named to succeed Mr. Sward. A! 

the same time, J. R. Price has 

been advanced to the new post of 

merchandise manager of consumer 

products. J. B. Knowles succeeds 

him as manager of the consumer { 

film and sheeting division. 


ATF Adds Alphabet Cards 
Fourteen new alphabet cards 
have been added to American 
Type Founders’ kits for specifiers, 
; : i artists and layout men. The sets of 
.e ¢ . om re sale “ 10lex7'2” cards contain com- 
: ; plete capital and lower case alpha- 
bets for every size made from 12 


“ i to 72 point. The specimen cards ; 
4 arges fe || y ae can be used under layout tissues J 


aif, 


for tracing, and specifiers can 

easily visualize the type face from 

them. Complete sets may be ob- 

tained for $5 from the type mer- a 
chandising department, Americar 

Type Founders, 200 Elmora Ave., 

Elizabeth, N. J. 


California Radiomen Elect 

Calvin J. Smith, general man- 
ager of KFAC, Los Angeles, has 
been elected president of the 
Southern California Broadcasters 
Assn. Other officers elected are 
Frank Burke Jr., manager of 
KFVD, Los Angeles, v.p., and 
Thelma Kirchner, general mana- 
ger of KGFJ, Los Angeles, secre- 
tary-treasurer. 
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JARTB’s Fellows 
Promises to Aid 
TV Morals Probe 


WASHINGTON, May 20—The pres- 
dent of the National Assn. of 
tadio and Television Broadcasters 
1aS promised that the industry 
vould cooperate with members of 
he House interstate commerce 
ommittee who are to investigate 
immoral and otherwise offensive” 
adio and TV programs. 

NARTB President Harold Fel- 
ows said: “If the extent of the 
zathings resolution is to encour- 
sge the industry in strengthening 
ts own purpose and plan for self- 


‘egulation, the public interest will 


2e served.” 

“But,” he continued, “if the 
ntent is to go beyond this, to legis- 
ate even one minute of program- 
ming out of existence on the tenu- 
wus ground of ‘morality and im- 
proper emphasis,’ we have arrived 
at a point where freedom of press 
ind speech indeed are seriously 
threatened in a nation that has be- 
‘ome the last great bulwark of 
hose liberties of the people.” 


4 Industry members were alarmed 
over the action of the House in 
authorizing the investigation with 
only 30 members on the floor. 
The resolution, together with a 
ompanion resolution establishing 


i special nine-man committee to, 


.nvestigate books and magazines, 
passed by voice vote. In the debate 
on the radio and TV investigation, 
Rep. E. C. Gathings (D., Ark.) 
xointed out that there were 91 
nurders during a single week in 
the 6 to 9 p.m. period on TV sta- 
tions in the Los Angeles area. 

Perennial “drys” took the floor 
to deplore the “deceit and untruth- 
fulness” of alcoholic beverage ads 
mn the air and in the press. 


® Though the resolutions romped 
hrough, a phalanx of opposition 
ylocked an amendment by Rep. Ed 
Rees (R., Kan.) which might have 
acluded newspaper advertising in 
the investigation of “immoral” 
printed matter. Leaders of both 
parties cautioned that an investi- 
zation of newspapers might violate 
freedom of the press. 

Both committees are supposed 
to report back when the new Con- 
gress assembles next January. 
Personnel of the radio and TV in- 
vestigation are expected to be 
named early next week when Rep. 
Robert Crosser (R., O.), House in- 
terstate commerce chairman, re- 
urns to Washington. 

The select committee for the in- 

_ tigation of books and magazines 
s supposed to consist of three 
nembers each from the Post Office 
end judiciary committees and 
tnree members to be appointed by 
the speaker of the House. 


@ Mr. Fellows pointed to the work 
broadcasters are doing to develop 
their own codes of self-regulation. 

He warned that “the Gathings 
‘esolution, despite the acknowl- 
»dged good motives of its author to 
mprove radio and TV program- 
ning, could establish a dangerous 
yrecedent in this nation, which 
ilready has gone pretty far down 
the road of government paternal- 
sm and interference.” 


“onsanto Promotes Clark 

Richard T. Clark, New York 
branch manager of the Merrimac 
division of Monsanto Chemical Co., 
has been promoted to sales man- 
ager of the textile chemicals de- 
partment. He is succeeded in New 
York by Thomas F. Gogan. 


Sales Display Firm Moves 

Merchandising Displays, Chi- 
cago, has moved to 6713 N. Oli- 
phant Ave. 


Riegel Textiles Names Farmer 


Roderick Farmer, formerly su- 
pervisor of the mail order and 
chain store department of the San- 
forized division of Cluett, Peabody 
& Co., New York, has been named 
sales promotion manager for all 
lines by Riegel Textile Corp., New 
York. 


Heather Stone to Wilbur 


Heather Stone Corp. of America 
has appointed William Wilbur Ad- 
vertising, New York, for national 
and trade advertising. 


31 


Films Lanolin Plus TV Spots _ Silver, Lewis Join Grey 


Lanolin Plus cosm tics are be- Charles Silver and Ann Lewis ’ 
ing featured in three »0-second TV have joined Grey Advertising, p CUT ARF COSTS 
film commercials Sar: a Inc. is pro- New York, as art director and > 
AB 


pict DO 


ducing in its Chicag» studios for copywriter respectively. Mr. Silver 


Consolidated Cosme’ ics, Chicago. was formerly art director at Ted 
Tim Morrow Adverti ng, Chicago, Bates & Co., New York. Miss Lewis 
is the Consolidated « gency. was previously associated with 


CLIPPER 

Multi-Ad Services, Inc. 

105 Walnut, Peoria, lll 
THE CREATIVE ART SERVICE 


Henry J. Kaufman & Associates, 
Washington. 


Ellis Appointed Art Head 
William Ellis has been promoted 


Mel Ritter Joins Williams 

Mel Ritter, former!y with Mod- 
ern Merchandising Bureau Inc., 
has joined Williams Advertising, 


to art director of Brassard Adver- 
tising, Providence. 


New York, as an account execu- 
tive. 


Wait 22 he hens 
thore’s wo oxtia cost fur 


TICONDEROGA TEXT.” 


... Says the Printer 


“Most of my customers expect distinctive Ticonderoga 
Text to cost far more than ordinary text papers. The 


actual price always comes as a pleasant surprise.” 


Here’s what others say... 


THE PRODUCTION MAN . 


TICONDEROGA TEXT... for that LUXURY LOOK 
Distinctive Ticonderoga Text gives that extra richness of texture, 

the quality appearance so important in announcements, brochures, 
book jackets, programs, etc. 
offset lithography or sheet fed gravure. 

Choose from Brite White, Cream White or seven attractive colors. 
Deckle or plain edge, laid or wove finishes . . . envelopes to match. 


For your cover select Ticonderoga Text Cover Weight. 


. “Wonderful 
printing qualities; wide choice of colors.” ... excellent background for color.” 


THE PRESSMAN .. .’’Runs with less press 
time and spoilage.” 


THE INK MAN .. .Great affinity for ink 


“This job certainly 
looks good on 


TICONDEROGA 


. . whether you print letterpress, 
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Fl 0 ri d a D 0 ubl e 5 Huff Promoted to S.M. Hilton Boosted to Ad Head Lassiter Corp. to Lavenson Waddell to Fairchild Aircraft 
J. E. Huff Jr., with the company Howard H. Hilton Jr., who has Lassiter Corp., New York and Lorne S. Waddell, formerly di- 


for 18 years, has been promoted been assistant ad manager in| Philadelphia designer and mak = | i 
er rector 
Touris t Ad Fund Mbit Specialties Con, Detrcly, corer craree of the St. Petersburg oper-|of packaging materials for the Seems Sinisontie hes hone - 


hibit Specialties Co., Detroit, maker ation, has been promoted to ad food bakery and textile fi i i i i 

ae , e fields, h 
of promotional display and exhibit manager of Maas Bros., Tampa appointed Lavenson Bureau of Ad. a a Pe = 
designs and constructions. The and St. Petersburg department vertising, Philadelphia, to direct of Fairchild Engine & Aisplene 


; MiAmt1, FLA., May 20—The Flor- company has moved its plant to stores. its advertising. 
3 x ida State Advertising Commission 59 Brady St. Kuper aw 
tas will double its paid space adver- Hotel to Gates-Bourgeois Gorham Mig. Co. Elects T 
| . Co. wo Appoints Michel-Cather 
i tising program for the summer Nemer Heads WDGY Sales Mountain Manor Hotel, Saluda, Howard T. Brenner has been pert Design Co., New York 


Acting Director Beverly Griz- Samuel N. Nemer, formerly sales N.C., has a inted Gates- - isi : ; 
zard said the summer program will manager of WLOL, Minneapolis, geois, Cleveland, to handle "8 came Sena eee ee eye 
invest $135,000 in magazines and has been appointed sales manager tional campaign in newspapers and Providence, and Norman T. Wright The pl can Pe Hay nyse 
metropolitan newspapers. The fig- of WDGY, Minneapolis travel publications. v.p. in charge of manufacturing. chemical plant design. — 
ure was about $65,000 last year. 

“The advertising program will 
5 be geared to a publicity program 
Bee, that will feature Florida fishing 
tty tournaments, both fresh and salt- 
water, and fabulous facilities at 


bargain prices,” he continued 
“The appeal will be directed to the 
rowboat and outboard motorboat 
angler—the mass fisherman.” 
Analyzing the results of the 
1951-52 campaign—running 
roughly from October through late 
March—the commission came up 
with a paradox: The state received 
more inquiries from fewer ads 


| 


ee @ “Increased space rates resulted 
in 12 fewer ads at 7% more cost 
than in 1950-51 season,”’ Mr. Griz- 
zard said. “But inquiries jumped 
59% and the price of answering 
the inquiries dropped one-third 
™ with the added volume 
™ “We attribute that to the fact 
Mhat we have had a much more ef- 
Yective advertising and publicity 
program since we got our New 
York contact office,” he added. 
Advertising copy schedules were 
fentatively approved by the com- 
Mission at a recent meeting. How- 
ever, absence of several members 
prevented a quorum necessary for 
official action, Mr, Grizzard said 
} August Dorr Advertising, Miami, 
andles Florida tourist advertising; 
nme Quednau Inc., Tampa, 
Mandles industrial and agricultural 
mZopy, and Hal Layshon & Asso- 
Biates, New York, handles pub- 
Ti ity 


GOA Opens Regional Office 

General Outdoor Advertising 
{'o. will establish southern regional 
headquarters in Louisville on June 
1. At present Atlanta is the region- 
ml headquarters. George W. Cas- 
pari, St. Louis branch manager, 
will head the new headquarters 
D. R. Searl, manager of the Louis- 
Wille branch for the past year and 
a half, will succeed Mr. Caspari 
in St. Louis. 


Farris Names Lewis Agency 

Farris Engineering Corp., Pali- 
sades Park, N. J., and its affiliates, 
Farris Flexible Valve Corp., Farris 
Hydro-Seal Corp., Farris Hydro- 
torque Corp. and Farris Stacon 
Corp., have appointed Lewis Ad- 
vertising, Newark, N. J., to handle 
all advertising, sales promotion 
and publicity, effective July 1. The 
vwcount formerly was handled by 
O. S. Tyson & Co 


Promotes Cook, Adds Lewis 
Lever Bros. Co., New York, has 
promoted Arthur Cook to premium 
manager and named William J. 
Lewis brand promotion manager 
for Lux flakes and soap and 
Breeze. Mr. Cook has been with 
the company since 1924. Mr. Lewis 
previously was assistant sales pro- 
motion manager of Pepsi-Cola Co 


Tne ae 


SET TYPE. -« 
AT YOUR OWNS 
pain AA 


enepseree oun For the full power of the pres 


to beat high type costs. A sure, quick ! 
way of preparing copy for offset or any 
photographic reproduction Anyone 3 
Can doa professronal job (A stenog ) 
rapher set this entire ad). Send ra Oo O S é Lt ¢ 


for tree catalog, over 100styles 
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Joins ‘Popular Mechanics’ 


William T. Windsor has been 
named assistant to the advertising 
manager of Popular Mechanics. 
Mr. Windsor is the grandson of 
the founder of the magazine and 
the second member of the third 
generation to be active on the 
publication. 


Mrs. Marshutz Dies 


Mrs. Elmer G. Marshutz, 52, wife 
of the president of Gardner Ad- 
vertising Co., St. Louis, died of a 
heart attack May 14. 


Owen Appointed Sales Head 


Norman C. Owen, sales manager 
of the distributor division, has 
been promoted to general sales 
manager of Webster-Chicago 
Corp., maker of phonograph play- 
ers. He succeeds W. S. Hartford, 
v.p. in charge of sales, who has re- 
tired 


Mosman Resigns from Biow 

J. E. Mosman has resigned as 
supervisor of radio and TV for the 
Philip Morris account at Biow Co., 
New York. 


Promotes Conra:’ Wageman 


Conrad J. Wajeman, assistant 
publisher and adv rtising sales di- 
rector, has been } ‘omoted to pub- 
lishing director of American 
Builder, publishe: by Simmons- 
Boardman Publis:ing Corp., Chi- 
cago. 


Mrs. Herrick Joins Sherres 

Mrs. Casey Isaacs Herrick, for- 
merly with A. M. Sneider & Co., 
has joined Marvin Sherres Ad- 
vertising, New York, in the new 
position of executive v.p. 


Schenley Elects Farr V.P. 


J. E. Farr, director of sales of 
Schenley Distributors Inc., New 
York, has been elected executive 
v.p. He joined Schenley in 1943, 
and will continue to direct sales of 
the company’s nationally distrib- 
uted brands of whisky. 


Egan Joins Wanamaker 


Margaret Egan, formerly adver- 
tising manager of Marshall Field 
& Co., Chicago, has joined John 
Wanamaker, Philadelphia, as ad- 
vertising manager. 


S THE NUCLEUS... 


in Los Angeles, it's 
the ABC City Zone! 


DYNAMIC, powerful and 
concentrated, the ABC City Zone is the vital 


business portion of 


the vast Los Angeles 


metropolitan area. It accounts for 58.6 per cent 
of the area’s total population and 


) 


i 


71.8 per cent of total retail sales. 


EXPLOSIVE IMPACT drives 
your advertising message home when you use 
the one Los Angeles newspaper that concentrates 
its huge circulation in the Los Angeles 
ABC City Zone to give you thousands upon 
thousands more readers in this vital profit 
area. That newspaper—the profit newspaper 
of the profit market—is the Los Angeles 
Evening Herald-Express. 


HERALD-EXPRESS 


Represented Nationally by Moloney, Regan and Schmitt 
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BUSINESS STIMULATING 
HOUSE ORGANS 
FOR EVERY INDUSTRY 


Monthly Contact Magazines sold on exclusive 
| advertising and distribution franchise busis. 
Build goodwill, stimulate sales. Successfully 
proven for over six years. 


All publi i le 


BUHAI PUBLISHING 
BUSINESS PIX 


are of 


CO., INC., CHICAGO 


Naw, 20-page, monthly picture magazine for business- 
men. The first really new idea in external house 
orgons. Live, easy-to-read, with valuable business 
information which will inform and entertain your 
Customers and prospects. Sold on exclusive franchise 
basis. Three full pages for your advertising. 


Relied on as a business guide by restaurant opgrators 
throughout the country. 36 pages with three pages 
for your advertising. Exclusive to one firm in an 
area. Used successfully for over six years by Séwman 
Dairy, Chicago; Mrs. Smith's Pie (o., Philadgiphie 
Wilshire Dairies, Los Angeles. Over 70 leading com- 
panies now have exclusive franchises. Three full pages 
for your advertising. é 


TRUCK OWNER’S © 
DIGEST 


For 
Chevrolet, 
White and all 
Truck Dealers 


20 pages of valuable information for the truck 
owner. Used for over three years by Grand River 
Chevrolet, Detroit; Ewing Chevrolet, Canton, Ohio, 
and mony others. Three pages of ads for sponsor. 


oe 


and Businesses 
that Want to 


Reach Family 
Market 


16 poges of stories, puzzies, cartoons, and contests, 
Reading and entertainment for the entire family. 
Now in sixth successful year. 


OTHER BUHAI SERVICES: 


DOLLAR CARTOON SERVICE of six cartoons per 
month for $1 for house organs ond magazines. 
CLIP SHEET SERVICE of itiustrations, cartoons, 
feature stories for house organs and magazines. 
SPECIALIZED HOUSE ORGANS ond magazines toi 
ored to individual needs. 

COMPLETE MAILING SERVICE for al! publications 


and services. 
OM 
MAIL TODAY 


BUHA! PUBLISHING CO., INC. 
154 E. Erie St. + Chicago 11, iil. 
Please send sample copy and complete infermo- 
tion concerning the following. Ne obligation. 
(BE SURE TO INCLUDE YOUR ADDRESS) 


_. BUSINESS PIX) = __ DOLLAR CARTOON 
__. THE RESTAURANT SERVICE 

DIGEST _.. CLIP SHEET 
_.. TRUCK OWNER'S SERVICE 

DIGEST __—. SPECIALIZED 
_. TOPPER 
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Atlantic Drops 
Football on Radio; 
Blames TV Inroads 


PHILADELPHIA, May 20—Atlan- 
tic Refining Co., one of the lead- 
ing radio sponsors of college foot- 
ball games for the past 16 years, 
is dropping this sports feature 
from its advertising schedule 

N. W. Ayer & Son, agency for 
the oil company, last week noti- 
fied colleges of Atlantic's deci- 
sion to discontinue the broad- 
casts. 

Ayer explained that the move 
was taken “because telecasts of 
college games have been cutting 
greatly into the audience for radio 
broadcasts of college  feotball 
games. Originally, Atlantic had 
been able to back up its radio cov- 
erage with television coverage, 
gaining audience in the newer 
medium to balance audience losses 
in radio. 


s “But last fall the National Col- 
legiate Athletic Assn. limited tele- 
casts of college football and sold 
rights to the remaining games on 
a national basis to one sponsor. 
The Atlantic Refining Co., a reg- 
ional advertiser, was thus blocked 
from telecasting any college games 
and, in order to cooperate, re- 
leased various colleges from tele- 
Wision agreements. Recent activi- 
by the NCAA TV committee 
icated that Atlantic was also 
likely to be blocked from teievising 
GBllege football in 1952.” 

£Eprror’s Nore: The NCAA was 
tothave released its 1952 plans for 
tel@vision football last week at a 
s conference, but the meeting 

= indefinitely postponed.) 
As a substitute for the collegiate 
es—115 of which were aired in 


1991—-Atlantic wil! televise pro- 
fe@ional football games. The com- 
y° started play-by-play cov- 
e of college games in 1936, 


with 24 schools represented on the 

S@@edule. It also was the first TV 
sor of a series of college grid- 

ed games via an experimental 
on in Philadelphia in 1940. 


Carpenter Appointed A.M. 

xy A. Carpenter, formerly in 
thé ad department of General 
Elé@ttric Co., Schenectady, has been 


appointed ad manager of Thatcher 
Glass Mfg. Co., Elmira. He suc- 


oe George W. Peck, who has 
assigned to the Rochester, N 
Y., sales office 


85 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 


pansel Met 
Director? 


(1952 MARKET DATA & 
| DIRECTORY NUMBER 


Industrial Marketing 


200 £. KAINOIS ST. ¢ CHIGAGO II, KE 


manager 

|S. A., Mexico, has joined the Mex- 
ico 
McCann-Erickson, S. A., 
and general manager 


DuMont Appoints Jacobs 

Herbert H. Jacobs has been 
named sales manager of the film 
department of DuMont Television 
Network, New York. He previously 
was v.p. of Sutton Television, a 
TV film distributor. 


Paul Scott Joins M-E 


Paul L. Scott, formerly general 
of Grant Advertising, 


of Guastella- 
as v.p 


City office 


Plan ‘53 Handling Show 

The 1953 Materials Handling 
Exposition will be held May 18-22 
at Convention Hall, Philadelphia, 
under direction of Clapp & Poliak, 
New York exhibition management. 
The exposition wil] be sponsored 
— Materials Handling Insti- 
ute. 


Fox Joins Hicks & Greist 

Robert Fox, formerly art direc- 
tor of Lennen & Mitchell, has 
joined Hicks & Greist, New York, 
as art director 


Phillips to Oregon Engraving 
Frank Phillips, formerly a sales 
representative for a sporting goods 
company, has been appointed to 
the sales staff of Oregon Engraving 
Co., 
Robert Cahill, who has resigned. 


Appoint Parker-Allston Agency 

Scottish Union & National In- 
surance Co. and American Union 
Insurance Co. of New York have 
appointed Parker-Allston Associ- 
ates, New York, to direct their ad- 
vertising 


Portland, Ore. He succeeds | 
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Spier Returns to Hearst 


Jess Spier has resigned as ad- 
vertising manager of Esquire’s Ap- 
parel Arts and has returned to 
Hearst Advertising Service, New 
York, where he spent six years 
before joining Apparel Arts. 


Murdock to Vickers & Benson 


Reginald W. Murdock, formerly 
art director of Bomac Ltd., Mon- 
treal, has been appointed director 
of planning and development of 
Vickers & Benson, Montreal 
agency 
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Cincinnati University Believes Co-op Ad 
Training Plan Is Answer to a Real Need 


CINCINNATI, May 21—After more 
than a half century of perfecting 
its cooperative type of educational 
training program, the University 
of Cincinnati believes that it has 
an answer to charges that adver- 
tising education in colleges is in- 
adequate (AA, Oct. 8, 1951). 

Under the co-op plan, which 
was instituted by the university in 


1906, students spend seven weeks 
in the classroom and then eight 
weeks working as employes of 
business organizations. Beginning 
in April of the freshman year 
(preceding months are spent in 
fulltime classroom work), co-op 
students alternate work and study 
periods and do so for the re- 
mainder of the five-year course. 


department of 
placement de- 
anning the co- 
The members 
bs selected for 


The university's 
coordination and 
votes full time to ; 
operative work. 
place students in 
their educational value, arrange 
pay and working conditions, re- 
ceive periodic reports from the 
employer and handle all employer- 
student relationships 


@ In the first year, co-op students 
at the university are placed so as 
to give them a broad type of ex- 


perience. Later, as the students 
see how the theory studied in 
classes actually is applied, they 
begin to work into more special- 
ized assignments. In many cases, 
graduates continue with the com- 
pany which employed them as 
co-op students. 
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“on the job” are spent with the 
Burgoyne Grocery & Drug Index 
She explains that “the Burgoyne 
Grocery & Drug Index is still small, 
even though it has some big buy- 
ers of its services. 


“Perhaps,” she adds, “that is 


| the reason I feel so much a living 


Typical of the attitude of co-op | 


students toward their work is a} 


comment made by Shirley Thomp- 


son, a general business major in) 


the College of Business Admin- | 


istration. Miss Thompson's periods 


Buying decisions are often the end product 
of many buying influences. Even the best 


salesman can’t always 


has contacted all of the men who can di- 
rectly or indirectly influence the purchase 
of his product or service. Some of them 
may be unknown to him. 

But Business Magazines get past closed 
doors. They deliver your selling message, 
consistently, to both the known and un- 
known buying influences in the plants and 
offices where your product can be used. We 
call this ‘‘Mechanized Selling’’ because it 
employs the high speed, low cost tools of 
advertising to make contact, arouse interest 
and create preference for your product. It 


be certain that he 
sale. 


HOW “MECHANIZED SELLING” 
ACCELERATED ATTAINMENT 
OF SALES GOAL 


“X”’ Company set out to establish itself 
as a major producer of chemicals as well 
as metals. It also sought recognition as 


source of technical 


engineering service in fields where its 
products had applications. 

The program included business and 
trade paper advertising as well as di- 


rect mail. 


Results: Total sales up 83% above 
estimate . . . new metal sales up nearly 
1000% . . . sales volume anticipated by 
1955 surpassed by 1950. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


WEADOAQHUARTERS 


...Lets Your Salesman Close Sales 


cuts sales costs because the salesman can 
concentrate on the important job of mak- 
ing the specific proposal and closing the 


And, like many other companies, you'll 
find that advertising in Business Magazines 
not only works before your salesman calls, 
but between his calls . . . and after his calls 
... to build your market and hold it against 
competition. 

Ask your McGraw-Hill man for a copy 

_ of our 20-page booklet, ““Mechanizing Your 
Sales with Business Paper Advertising.” 
Also about our sound-slide film ‘“‘Mecha- 
nized Selling... Blueprint for Profits” which 
is available for showing at sales meetings. 


information and 


we 
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45 
Annwal Sales — Chemical Products — Actual and Estimated 1943-1955 
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46 47 


(index numbers based on actual dollar sales) 
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part of it. It is a growing firm in 
a wide-open industry. I am there 
to feel the pulse of its business, 
to see its growth, to be aware of 
the product of my own industry. 
There is nothing more exciting or 
stimulating than this type of par- 
ticipation.” 


Motor Wheel Promotes Cotes 


M. F. Cotes has been elected 
president and general manager of 
Motor Wheel Corp., Lansing, Mich. 
He has been executive v.p. since 
1947 and succeeds John E. Garlent, 
who has retired. Two new v.p.s 
also were elected: Karl Egeler, v.p. 
in charge of the company’s Duo- 
Therm division’s sales, and D. F 
Jones, v.p. of the division’s en- 
gineering operations. Before join- 
ing Motor Wheel in 1932, Mr. Cotes 
was president of Quaker Mfg. Co., 
Chicago. 


Bartels Appointed A.M. 

Charles H. Bartels has been 
named advertising manager of 
Rubsam & Horrman Brewing Co., 
New York. He has been with the 
brewery for 28 years. He succeeds 
Robert Hazelton, resigned. R&H 
will introduce a new Crown Prem- 
ium lager beer in the New York 
market within a short time. Plans 
are being prepared for radio, TV 
and newspaper advertising. Sdlli- 
van, Stauffer, Colwell & Bayles, 
New York, is the agency. 


ADS Sets Regional Gathering 
The’ bi-annual eastern and 
southeastern regional convenfjon 
of Alpha Delta Sigma will be Held 
in New York, June 9-10. A mém- 
ber of the Advertising Federatgon 
of America, ADS will arrange its 
convention so that members may 
attend sessions of the AFA on- 
vention. : 


Joins Hicks & Greist 
Nancy Kearns, formerly of Paul 
H. Raymer Co., station represenita- 
tive, has joined Hicks & Gré@ist, 
New York, as assistant to the 
radio-TV director. 4 


More for your Money 


IT LOOKS BEST.. 
IT 1S BEST 


Here 
your Advertising 
works harder 


| vee, ads have average life of 120 doys 
omong the better Home Furnishings Dealers 
who have 65% of the buying power of this 


3% billion field. And, BIG king-sized page 
| gives 30% more dominance to your sales 
story. Sells the Dealers and the Dealers’ Cus 
tomers. 


FURNITURE 
AGE 


(4753 N. BROADWAY 


CHICAGO 40, ILLINOIS © 
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GF Promotes Golden 


Francis X. Golden, formerly a 
buyer in the purchasing depart- 
ment of General Foods Corp., New 
York, has been promoted to pur- 
chasing agent of packaging and 
sales promotional materials, a 


Names St. Georges & Keyes 
Duro-Text Corp., North Bergen, 
N. J., manufacturer of fluorescent 
fixtures and lamps for commercial 
and industrial uses, has appointed 
St. Georges & Keyes, New York, to 
direct its advertising. The manu- 


Along the Media Path 


new 


GF 


position. 
» 1938 


He has been with 


facturer has not previously used 
the services of an agency. 


two editorial sections and added 
three new features—a condensa- 


a 


. . 
IS ene et a ete 0 00 en am nat ll, 5 ear ai A 


POPULAR YEAR- ou 


to Utah's growing, prosperous economy, is a 


Salt Lake City, Utah 
* iaiaae Hadley, Manager, Utah Division 


D “youRIsT 


3,000,000 tourists annually, in addition 


lucrative market co tap. You can reach the bulk of 


this market with thrifty QQZESEREED " heart of the city” 
POSTER locations in Salt Lake City and Ogden. 
Write today for detasls 


tw HARRY H. PACKER company 


tion of technical papers, listing of 
new industrial films and a reader 
forum on controversial questions 
concerning manufacturing. 


e KBIG, radio station which will 
begin broadcasting soon from Cat- 
alina Island, is sending 1,000 boxes 
of Avalon salt water taffy to adver- 
tising agency executives through- 
out the nation. The pitch is that 
salt water makes not only better 
taffy, but better radio signals. 


ATTRACTION 


e John S. Graves, drug store pro- 
prietor in Roundup, Mont., has 
won Coronet’s $1,000 award for the 
best 1951 store promotion. The an- 
nual contest is conducted among 
retail stores handling products ad- 


e Metal-Working has expanded | 


vertised in Coronet. 


e@ The Women's Institute of St. 
Paul, sponsored by the St. Paul 
Dispatch-Pioneer Press, drew a 
total attendance of 115,000 for its 
six programs during the 1951-52 
season. 


e@ NBC and Northwestern Univer- 
sity will run a lecture course to 
train 10 experienced reporters who 
will be covering the political con- 
ventions for the network. Eight of 
the students have been picked so 


far, seven of them being journal- | 


ism professors. NBC expects the 
group to specialize in covering 
state and area delegations. 


@ The New York Times publishes | 


its regular vacation book section 
June 8. The paper is again promot- 


OW advertisers and ad agencies 


lo big things without increasing 
payroll or permanent overhead 


In every business there are certain jobs that 
can be done better and at lower cost 
by an “outside” organization... A D of A! 


Inthe column tothe right are listed 
a dozen of the many services we 
render regularly to the nation’s 
leading advertisers. (Names upon 
request.) 


These large businesses know, from 
experience, that it is wasteful to 
set up their own handling opera- 
tions when A D of Ais here to do 
the work faster, more effectively 
and far more economically. 


You use A Dof A services only 
when you need them! You have 
no permanent payroll obligations, 
need no extra office or warehouse 
space, no record-keeping, no sales- 
men’s travel and hotel bills. You 
simply name the job and ADofA 
does it the way you want it done. 


Aovertisine Distrigutors of AMERICA 


INCORPORATED 
400 Madison Ave. 
624 So. Michigan Ave. 
314 No. 13th St. 
243 First Ave. 
834 Bagley Ave. 
809 Mission St. 
1227 So. Olive St. 
TORONTO, ONT. CANADA 1158-64 Dundas St., W. 


NEW YORK 17: 
CHICAGO 5: 
PHILADELPHIA 7: 
PITTSBURGH 22: 
DETROIT 26: 

SAN FRANCISCO 3: 
LOS ANGELES: 


Distribution 


Mass Mailing Reach all occupied 


homes U. S. and Canada; any part. 


Home-to-Home, mail; 


method to suit every specific need. 


For A Dof A operates as an ex- 
tension of your own organiza- 
tion, any department! 


Couponing Mail or Home-to-Home; 


multiple coupon mailings — redemp- 
tions, fulfillments, etc. 


Premiums & Contests sudging, pre- 


A D of A has long experience and 
broad facilities, space—and man- 
power operating under strictest 
supervision. All we have is yours, 
to work with you or for you. . . to 
do the things that you need done 
—but without adding to your 
permanent payrolland without 
increasing your overhead costs. 


A D of A can serve you in many 
important ways. If you will call 
any one of the offices listed be- 
low, one of our executives will 
be glad to confer with you at your 
convenience, without obligations 
of any kind. 


mium fulfillment, coin redemptions, etc. 


Base Point Mailing Money-saving 


method for large users U.S. Parcel Post. 


Sales Work Five men or 500; off- 


truck, through jobber, etc. Economical. 


Packaging Wet or Dry... from formula 


mix to labeling, boxing, shipping. 


Demonstrating In-home, in-store, at 


trade shows, conventions, etc. 


Merchandising Services any neta 


work you need, including dealer calls. 


Surveys Interviews, personal or phone; 
radio checks, traffic clocking, etc. 


Warehousing, Shipping From strate- 


gic centers; we tranship per your orders. 


Point-of-Sale Installations of displays, 


signs, etc., window checking, etc. 


MUrray Hill 8-6500 
HArrison 7-0678 
MArket 7-5944 
GRant 1-1100 
WOodward 2-1174 
GArfield 1-1066 
PRospect 3064 
Lakeside 2017 


Advertising Age, May 26, 1952 


NEW PRODUCT—Dormeyer Corp., Chi- 
cago, used this color page in Life and 
The Saturday Evening Post to introduce 
its Dormey portable food mixer. Copy 
also ran in Electrical Merchandising and 
| Retailing Daily, through John W. Shaw 
| Sr 

Advertising. 


ing summer book sales by sending 
some 700 booksellers a promotion 
kit. 


e KNXT, CBS TV station in Los 
Angeles, reports more than $700,- 
000 of new business since Feb. 1. 
The station says the week ended 
May 9 accounted for $200,000 of 
| these program sales. 


e Latest gains reported from mag- 
azines are: 

Popular Mechanics, circulation 
up 19% for the first quarter of 
/1952; McCall's, 4,248,000 circula- 
tion for first quarter of 1952, an 
increase of 164,590 over 1951; 
Scientific American, increase of 
76 ad pages for the first six months 
of 1952. 


e Popular Homecraft has pub- 
lished a brochure of facts and 
figures showing a market potential 
of $5 billion in home repairs and 
modernization. The booklet pro- 
motes the magazine’s September- 
October home repairs issue. 


‘Railroader’ Will Be 50¢: 
Ship Magazine Changes Name 

Kalmbach Publishing Co., Mil- 
waukee, is raising the price of its 
Model Railroader from 35¢ to 50¢. 
There will be no increase in ad 
rates until the company sees 
whether the increased circulation 
revenue will take care of rising 
costs. 

At the same time, the publisher 
is changing the title of Ships & 
Sailing to Ships & The Sea, start- 
ing in July. The reason given for 
the change is that prospective 
readers and newsdealers have 
been misconceiving the publication 
as a yachting magazine. The maga- 
zine is concerned with ships, ship- 
ping and ship travel. 


Parents’ Institute Changes 
‘Compact’ Next September 

Parents’ Institute plans a num- 
ber of changes for Compact, pocket 
magazine for young people. Begin- 
ning in September it will be pub- 
lished monthly, pages will be in- 
creased from 132 to 164, the news- 
stand price will go from 25¢ to 35¢ 
and printing will be rotogravure. 

The circulation guarantee of 
200,000 per issue, yearly average, 
will not be increased for the pres- 
ent and b&w rates will remain the 
same. Cover and color rates will 
be increased. Pages cost $395 and 
second and third covers (four 
colors) $850, and the back cover 
in four colors, $975. 


Two Appoint Sneider & Co. 

Playmore Knits of California, 
Los Angeles, and Shawanga Lodge, 
Highview, N. Y., have appointed 
A. M. Sneider & Co., New York, to 
handle their advertising. Hixson & 
Jorgensen, Los Angeles, is the pre- 
vious agency for Playmore. Sha- 
wanga Lodge lists no previous 
agency. 


Sharp Agency Joins AAAN 

Ralph Sharp Advertising, De- 
troit, has been accepted as a mem- 
ber of the Affiliated Advertising 
Agencies Network. 


es 


cuits SO, ak ot, DE Satie Cf): EO Bette pe ee ° Pe oeteeh oe Rk es ER SS so a i ae ce Peewee | Re Ay) ea en 
36 ES - 
; |. 
es sc em sem. / ‘ ‘ 
' 
F 
OMe 
_ — — ES ,. = - if 
-— = S| ae OE 
——_—_—_—_—_—_—_—_—__ Yes - 
| tom Wy : : 
P ; wee || See a 
| = a ee 
5 - “= = Vaedingndneeae f ( 
yes ae - ————E - nr  ——— 
re 
: 
<q 
‘a : 
¢ a ( 
ai 
¥ a 
‘ a | 
if ee i 
ql i 
‘y ee _ | 
> ' 
_ a _ 
| t 
“a a q 
% j 
gees 
| pO £ 
LA 4 
: 3 
: 
‘ : | 
3 
te ; 
; Pe ' 
Be | 
aa =. 2 - -— . d : 
if IWS I 
Q . he 
ah i vay 
‘y 4% 
; F | 
: Ait i 
of ~ 2] 
Sh A is ra Lag ae le O08 Bs Se ae eS ee We ; : F Bee SE ee ee, Cee el Oa eee ee 


« 


Advertising Age, May 26, 1952 ; 


Chicago Firm Plans 
New ‘Whistle Stop’ 


Restaurant Chain 


Cuicaco, May 20—The Whistle 
Stop Corp. of America, recently 
formed here, plans to open a res- 
taurant June 5 on Chicago’s north 
side which will be the first in a 
rather unique chain. 

The corporation's sole owner and | 
president, a youngish man named | 
Denny Dennison, hopes to establish 
a “national cooperatively owned | 
chain of restaurants.” Individual | 
stores are called “Whistle Stops,” 
and their owners, who operate un- 
der a franchise, are “Station Mas- 
ters.” Following out the theme to, 
its inevitable conclusion, waitresses 
will be known as stewardesses, 
cooks as engineers, and kitchen 
help as firemen. 


® Stewardesses will take orders 
and relay them to the engineers, 
but when the food is ready it’s 
sent from the kitchen (coal car?) 
via a small railroad train which 
stops before the customer. As it is 
dispatched from the kitchen, the 
engineer hollers “All Aboard” and 
blows a whistle. 

Whistle Stops will be of twu 
types—regular restaurants and 
drive-ins. Their owners must buy 
equipment specified by Whistle 
Stop, and all menus will be iden- 
tical. The company makes no 
charge to its owner members for 
franchises, but owners must kick | 
in $10 a week for advertising (a 
network radio and/or TV show is 
planned) and $10 weekly for a 
mailing program. 

Posters located along the route 
of the kitchen-to-customer trains 
will feature ads of national manu- 
facturers, and all food items used 
in the stores, with the exception of | 
milk, etc., purchased locally, will | 


be national brands, the same in all 
— hecenas IN DETROIT... 


8 All Whistle Stops will have a * 

front designed to Jook like a diesel | | 
cnvircseess Bysiness Means THE NEWS 
on either side. Other promotional | * 


gimmicks to be used include birth- | 
day cards, free ice cream cones re- 
deemable for “tickets” issued by 


the Whistle Stop, a prescription Picking the Number One newspaper in the Detroit Among Detroit’s three newspapers 
_— also _— rgd my rey market is simply a matter of checking media records. 
and a “commuter's al) ticket. Whether you compare total linage, or take the break-down THE DETROIT 
; ialty i is | mene pare { , N _ 
rag ley ssi~ gorse halaman of individual classifications, THE NEWS is first in practi- ws fo 
Denny Dennison, before organiz-_ cally everything. The reason is obvious. FIRST IN RETAIL ADVERTISING 
ing Whistle Stop, was associated ’ 
with Videograph Corp., distribu- | — — ag ond 96% of its sales-punching power into FIRST IN GENERAL ADVERTISING 
tor of a coin-operated juke-box TV the ounty trading area. Here, more than 1,300,000 
set — York; -_ goer pene = earn the highest per capita family income of FIRST IN CLASSIFIED ADVERTISING 
Co., distributor of coin machines merica’s five largest cities, spend 67% of Michigan’s total 
with refrigerated sandwiches, and per pr spe ‘0 & FIRST IN AUTOMOTIVE ADVERTISING 
pone gay amr Rothe ee Bas one FIRST IN GROCERY ADVERTISING 
Se See In Michigan, Detroit does the business. In Detroit, busi 
juke boxes. | . ee FIRST IN DEP’T STORE ADVERTISING 
Present plans call for the open- | ness means THE NEWS. 
ing of the first Whistle Stop here | FIRST IN TOTAL ADVERTISING 


on June 5 with others to follow in 
Dallas, Miami, New York and Los) 
Angeles. 

Advertising for the program is 


- , A 459,808 
being handled direct; promotion - 
S| sr The Detroit News 
& Ricks, Chicago public relations 


concern. | wt THE HOME NEWSPAPER 
ores circulation. ; 
Pierce Shifts Proprietary ey ty 


Pierce's Proprietaries Inc., Buf- owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


falo, has appointed yy ge 
Chesley & Clifford, New York, to Eastern Offices: 110 E. 42nd St., New York 17—under " 

handle the advertising of Favorite | management of A.H. KUCH = ¢ — Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicego 
Prescription. Joseph Katz Co., 

New York, the previous agency, 

retains the Femidrin account.| 

KFC&C already handles The Gold-| 

en Medical Discovery for Pierce. 
Irwin Vladimir & Co. services ex- 
port advertising. 


‘American’ Promotes Waters 

Somerset R. Waters Jr., a mem- | ' 
ber of the sales staff, has been pro- 
moted to assistant to the publisher 
of American Magazine. Mr. Waters 
is currently chairman of the Amer- 
ican Society for Travel Agents’ al- | 
lied committee for advertising, 
publicity and public relations. | 
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And Won't, Doggonit! 
Other Rumblings Arise 
But Products Add It 


New York, May 20—As chloro- 
phyll products happily continue to 
crowd the marketing scene, rum- 
blings are being heard from back- 


stage. 
Item: Out in Burbank, Cal., a 
dog food maker is bucking the 


trend. Sturdy Dog Foods is telling 
its customers that Sturdy does not 
contain chlorophyll. 

ITem: Some chlorophyll agents 


SPECIAL DIVIDEND DECLARED* 
if you advertised last yeor in the RICH- 
MOND (Colif.) INDEPENDENT .. . you 
probobly hove an Forned Merchandising 
Credit! 

"Why not find out? Contact Win Smith 
Advt. Mgr 


Sturdy Dog Food Has No Chlorophyll 


admit they are confused about how 
much chlorophyll concentrate is 
going into various products. 

ITem: In Indiana, the president 
of the state dental association said 
people who use chlorophyll tooth- 
pastes can get the same effect by 
eating parsley. 

All of which seems to have little 
or no effect on the trend. This 
week, as every week recently, 
there are more and more products 
coming out in the now familiar 
green dress. 


® One of the newest companies to 
use chlorophyll is Paradize Prod- 
ucts Corp., Fairview, N. J. The 
company began a six-week test 
campaign last week in New York 
for Paradize moth crystals, Nug- 
gets, closet hangers and vaporizers, 
all containing chlorophyll. The 
chlorophyll reportedly is effective 


in removing and absorbing unde- 
sirable odors from clothes and 
closets. Wesley Associates is the 
agency. 

Re-Dan Packing Co., Ozone 
Park, N. Y., has added chloro- 
phyllin to Cadet dog food, “one 
of the first low-price dog foods to 
add this new ingredient,” the com- 
pany says. The agency, Mann-Ellis, 
is placing advertising in all media 
in the eastern U.S. where Cadet 
has distribution. 


® Bristol Fabrics Inc., Boston, has 
placed Chloro-Dye, a chlorophyll- 
impregnated shoe lining, on the 
market. The lining comes in nat- 
ural color or green. Advertising is 
mostly business papers and de- 
partment store cooperative. Louis 
K. Frank Co., Boston, is the agency. 

Scholl Mfg. Co., Chicago, cur- 
rently is distributing Chloro-Vent 
shoe insoles, which are chlorophyll 
impregnated and have holes in 
them for ventilation. They are sup- 
posed to serve as a deodorant and 


ventilator for the feet. 

The product has been out for 
about a month. Consumer adver- 
| tising—chiefly magazines, Sunday 
comics sections and newspapers— 
will begin as soon as distribution is 
completed. Donahue & Coe, New 
| York, is the agency. 

Private Brands Inc., Knoxville, 
| has begun marketing a chlorophyll 
chewing gum called Gardgum. 

Block Drug Co. reports that 


Advertising Age, May 26, 1952 


be used to neutralize a bad breath 
due to inferior ingredients . 
With a properly fed dog we feel 
that an ever-present bad breath 
could be nature’s warning that 
something is wrong and he sheuld 
be taken to a veterinarian. 

“It is almost a question of sacri- 
ficing safety for sales. It would be 
easy to jump on the bandwagon 
and bask in the reflected light of 
advertising given to chlorophyll.” 


Amm-i-dent chlorophyll tooth-| 


paste is now in complete national 
distribution and that all Amm-i- 
dent advertising is pushing the 
chlorophyll theme. 


‘. Sturdy Dog Foods, however, 
| will have none of the green stuff. 
‘Craig Sanford, president, says 
|chlorophyll added to dog food can 
|be dangerous. Mr. Sanford, a for- 
'mer nutrition instructor at Cornell 
University, is giving this advice 
to customers via slips enclosed in 
each package of Sturdy: 

“As we see it, chlorophyll could 


a 


The name of 
JHE FORT INDUSTRY COMPANY 


has been 


changed 


fo 


ORER BROADCASTING 
COMPANY 


effective immediately 


STORER BROADCASTING COMPANY 


WSPD, Toledo, O. © WWVA, Wheeling, W. Va. © WMMN, Fairmont, W. Va. © WAGA, Atlanta, Gc. 


WGBS, Miami, Fla. e 


WIBK, Detroit, Mich. « 


WSAI, Cincinnati, O. 


WSPD-TV, Toledo, O. © WJBK-TV, Detroit, Mich. @ WAGA-TV, Atlanta, Ga. @ KEYL-TV, San Antonio, Tex. 
NATIONAL SALES HEADQUARTERS: 


488 Madison Ave., New York 22, Eldorado 5-2455  ° 


230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 


@ In Indianapolis, Dr. Frederick 
C. Baker, new president of the 
Indiana Dental Assn., made the 
remark about parsley quoted 
above, but admitted “you couldn’t 
| package it very well.” 

| As a matter of fact, Dr. Baker 
stated it doesn’t make much differ- 
/ence what you use in brushing 
| your teeth—as long as you brush 
| them. 

| Dr. Baker said most dentists 
don’t think chlorophyll has “great 
value in a toothpaste.” However, 
he added, “At least it won’t do any 
harm.” 

Hartman Chemical Corp., Los 
Angeles, has begun what will be 
a national advertising campaign 
for its new product, Hartman’s foot 
lotion with chlorophyll. The new 
product, a non-greasy, non-sticky 
foot lotion, is a fast drying balm 
with chlorophyll added to kill foot 
odors. The company has an initial 
ad budget of $25,800 in southern 
California. All of it is cooperative 
with Thrifty Drug Stores, Owl 
Drug Stores, and the Southern 
California Pharmaceutical Assn. 
(independents). Each of the three 
groups is using two-column 5” 
ads twice weekly in all Los An- 
geles dailies. 


® The lotion is also promoted on 
the television shows of Owl and 
the independent druggists. Thrifty 
is promoting on radio. Within the 
the next week or two, car cards 
will be tested in Dallas, St. Louis 
and New Orleans. These cities 
were chosen because of their heat 
and humidity. During July, August 
and September, newspapers and 
spot radio will be used in 75 key 
cities nationally. 

Jimmy Fritz & Associates have 
been named to handle Hartman’s 
advertising. 


® Meanwhile, some chlorophyll 
agents are asking, “Just how ef- 
fective are the concentrates of 
chlorophyllins being used in many 
of the products on the consumer 
market?” 

It’s no easy task to get an an- 
swer because many manufacturers 
themselves are frequently unaware 
of the chlorophyll concentrate in 
their products. The chlorophyil 
sellers won't tell em and usually 
there are no other sources. 


® At a base rate of $85 a pound 
of 100% concentrate, it’s easy to 
understand why many companies 
can’t do better than give their 
items a whiff of chlorophyll. Al- 
though they know well the con- 
sumer appeal of that three-syllable 
word, some are beginning to ask, 
“But does the stuff really do any 
good?” 

Even the matter of “concentra- 
| tion” confuses the situation. Chlor- 
|}ophyllins normally need a metal 
base to retain color, consistency 
and lasting qualities. In the U.S., 
copper usually supplies the base. 
When a company claims a 100% 
concentrate, the claim is usually 
based on the amount of copper 
content. 


® One chlorophyll importer, Grif- 
fin-Rutgers Inc., reports that a 
professor at the University of Mu- 
nich has perfected a chlorophyll 
concentrate, with a base other than 
copper, which is 25% higher than 
the so-called 100% concentrate 
jused by most U. S. companies. 
Griffin-Rutgers is currently dis- 
cussing possibilities for bringing 
this higher concentrate product to 
‘U.S. companies. 
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PUL-AD—An advertising gimmick being 

introduced by J. J. Connolly Inc., 457 W. 

40th St., New York, is the attachment for 

wrapping poper rolls which prints any 

kind of od on the paper as it’s pulled 
from the roll. 


TV Set Servicing 
Usually Well Done, 
Owners Tell Roper 


CAMDEN, N.J., May 21—In spite 
of stories to the contrary and the 


54 Business Papers 
Adopt Publishers’ 


Standard Contract 


New York, May 20—Fifty-four 
|business papers have adopted the 
| standard publishers’ form for ac- 
knowledging space contracts. The 
form was developed recently by 
| Associated Business Publications 
in cooperation with the American 
Assn. of Advertising Agencies. 

The sample forms cover (1) new 
and renewed orders, (2) revised 
orders and (3) cancelations. 

Agencies, publishers and their 
|space representatives have re- 
ported a number of benefits re- 


| fits, he said, incluce savings in 
| time and cost of cler cal handling, 
| easier handling, eas er processing 
‘and greater accura y. 


@ Working with Mr Venezian on! 


the ABP committee «re Charles H. 
Hashagen, treasurer and business 
manager of Chain Store Age; 
Henry W. Marks, assistant pub- 
lisher, Printers’ Ink; Albert W. 
Moss, executive v.p, Standard 
Rate & Data Service, and William 
P. Winsor, publisher, Materials & 
Methods. 

Samples of the forms for ac- 
knowledging contracts are avail- 
able to any business paper pub- 
lisher who requests them from 
ABP, 205 E. 42nd St., New York 17. 


sulting from the use of the forms, | 


according to Angelo Venezian, 


assistant to the director of adver-| 
Publishing 


tising, McGraw-Hill 
Co., and chairman of ABP’s com- 


| mittee on uniform practices. Bene- 


| Mrs. Redelia G. Stone Dies 

Mrs. Redelia G. Stone, 79, wife 
|of Herbert L. Stone, publisher of 
Yachting, died May 15 in Mt. 
Kisco, N. Y., after a brief illness. 


Uses ‘Sunset’ for Insecticides 


The household division of Wilco 
Co., Los Angeles, is placing three 
separate two-color ads for Bif in- 
secticides in the June issue of 
Sunset Magazine. One full-page 
ad will be in editorial style and 
will be educational. Another will 
push Bif ant and roach spray, and 


|}a third will promote Bif garden 


spray. At the same time, three- 
column, 10” b&w display ads will 
appear in 52 Pacific Coast news- 
papers. Elwood J. Robinson & Co., 
Los Angeles, is the agency. 


Gets Minnesota Account 


Olmsted & Foley, Minneapolis, 
has been named by the state of 
Minnesota to handle its tourist 
promotion and advertising. The ac- 
count formerly was handled by 


Melamed-Hobbs, St. Paul, which | fhe 


recently was purchased by Ruth- 


rauff & Ryan. Minnesota plans to 9 


spend $100,000 this year, of which 
$35,000 will go into newspapers 
and magazines. 


41 


Name Mortimer Lowell Co. 
Harson Products Co., maker of 
textiles, has named Mortimer 
Lowell Co., New York, to direct 
its consumer advertising in test 
markets. The agency also has been 
named by Kennard Studios, East- 
on, Conn., to handle sales promo- 
tion of its women's accessories. 


1,500,000 


FABULOUS FEMININE MARKET 
Announcing NEW gvuerenteed circulation, 
tive with September, 1952 issue of The 
WORKBASKET — the largest concentrated 
circulation of its kind! An _ enthusiastic 
lence devoted to The WORKBASKET 
ew 


den Forum pilus a book review 
Active homemakers who cont 


September, 1952 issue. No cost or obligation, 

course. Address your request for informa- 
tion to Mr. Steve Taylor—get the facts NOW! 
The WORKBASKET 


452 Handcraft Bidg., Kansas City 16, Mo. 


fears of television service men, the | 
TV service industry has the hearty | 


endorsement of set owners. 

Elmo Roper, in a nationwide 
public opinion poll made for RCA 
Victor and the RCA Service Co., 
discovered that 86% of all tele- 
vision set owners who had had ex- 
perience with television service 
indicated a high opinion of the 
quality of work performed by the 
service technician. Also, the find- 
ings indicated that most set owners 
consider service men to be courte- 
ous, prompt and fair in their rates. 

Set owners who had service calls 
were asked to evaluate the work 
done. Only 7% expressed dissatis- 
faction, 68% said the work was 
good, while 18% described it as 
“fairly good” and 7% did not re- 
ply. More than 5,000 families were 
polled. 


8 Two out of three respondents 
consider service men’s charges 
“entirely reasonable.’ Only one out 
of ten considers the bills too high. 
Only 1% think the service men 
were not courteous, 88% thought 
they were pleasant and courteous, 
and 6% thought their manners 
were satisfactory. 


Only one out of five persons) 


thought he had to wait too long for 
the work to be done, and three out 
of four thought the work was done 
in a reasonable length of time. 

“Recently published articles 
have reflected on the honesty and 
competence of television service 
men by charging that the TV pub- 
lic was being gouged,” said E. C. 
Cahill, president of RCA Service 
Co. “While we knew from experi- 
ence that these reports were based 
on isolated instances, and did not, 
by any means, reflect the true 
character of the service industry, 
we were disturbed by the unfair 
and misleading impressions they 
were creating among the public.” 

He said the Roper findings have 
fully substantiated their confi- 
dence in the technicians. 


General Foods Promotes Two 


William P. Dunham, premium 
promotion manager of General 
Foods Corp., has been promoted to 
assistant merchandising manager 
of the company’s Jell-O puddings, 
pie fillings and tapioca puddings. 
William W. Prout, product man- 
ager for syrups and packaged co- 
conut in the Franklin Baker divi- 
sion, has been advanced to the 
newly created position of corpor- 
ate director of promotions. He will 
be responsible for the creation, 
development and coordination of 
point of sale promotions. 


Whirlpool Promotes Kurth 
Lawrence L. Kurth, office man- 

ager of the sales department, has 

been promoted to assistant to the 


sales manager of Whirlpool Corp., 


St. Joseph, Mich. Mr. Kurth has 
been with the company since 1949 
when he left the sales department 
of Standard Oil Co. of Indiana. 
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COLUMBIA 


TRANSCRIPTIONS 
dress up your 


make it go places! 


When your idea has to make an impression, have 
it pressed on Columbia Transcriptions . . . the very 
best custom recordings in the business. 

Any size, any speed, any need. . 
minutes on a 7"—78 rpm, or up to an hour on a 12" 
.. . Columbia delivers the goods and delivers them fast. 
From recording and pressing to packing, shipping, and 
saving you time and money . . . Columbia gives you 
the vast benefits of by far the world’s finest production 
and engineering facilities, equipment, and experience. 
Studios in New York, Chicago, Los Angeles, 
or just as close as your nearest tape recorder. 


COLUMBIA 


. whether it’s four : 


6 


A Division of Columbia Records inc. @¢ 


New York—799 Seventh Avenue, Circle 5-7300 
Chicago—410 No. Michigan Ave., WHitehall 4-6000 
Los Angeles—8723 Aiden Drive, BRadshaw 2-541! 


COLUMBIA TRANSCRIPTIONS 


| 799 Seventh Avenue, New York, N.Y. | 
I l Please send me full information about Columbi | 
| nas | 
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Period of Hard-Sell 


Advertising Ahead, 
Marion Harper Says 


New York, May 20—Marion 
Harper Jr., president of McCann- 
Erickson, told the Art Directors 
Club of New York last week that 
“a period of ‘hard-sell advertising’ 
is ahead.” 

“The key to advertising success 
will be success,” he said 
“This hard work—close 


sales 
means 


touch with both the prospect and 


the trade. sharp, penetrating 
thinking. The prospect, with whom 
an advertisement makes no com- 
munication, will be so valuable 
that such waste as lazy advertise- 


ments permit will not be toler- 
able.” 

Mr. Harper spoke at the club’s 
3ist annual awards luncheon 


Honorary guest was Earnest Elmo 
Calkins, who was cited for his 
contribution to advertising art by 
between 


his bridging “the gap 
artists and business men in the 
early days of advertising.” 


® A Ford Motor Co. 24-sheet post- 
er showing a racing polar bear and 
captioned “Keep Ahead of Winter 
with Ford Service” was awarded 


the Kerwin H. Fulton medal for 
1951. J. Walter Thompson Co. is 
the agency, Wallace W. Elton is 


% art director, and the poster paint- 


Ming was done by Scott Johnson 

© The following are the other med- 

"al winners, with advertiser, agency 
and art director listed in that or- 
der 


Design of Complete Unit 

Magazines—Wamsutta Mills, 
™McCann-Erickson, John H. Tinker 
Jr 

Newspaper ads—Columbia 

roadeasting System, Lou Dorfs- 
lan. 

Trade periodicals—Bangor Mills, 

ay Austrian & Associates, Martin 
tevens 

Booklets, direct mail—Columbia 

roadeasting System, Irving Mil- 
er 

Posters—-Henry S. Levy & Son, 
Dowie! Dane, Bernbach Inc., 


Rob- 
ert Gage 
: Art 
* Magazine advertising, black- 


Bnd-w hite—Vanity Fair Mills, Ab- 
bott Kimball Co., Silvia Davenport. 
* Magazine advertising, color— 


Piymouth division of Chrysier 
Corp, N. W. Ayer & Son, Walter 
Reinse! 

Newspaper--CBS_ radio, Lou 
Dorfsman 

Trade periodicals--CBS televi- 
sion, William Golden 

Editorial art, non-fiction, black 


and white—Portfolio, Alexey Bro- 
dovitch 
Editorial art, non-fiction, color 
Vogue, published by Conde Nast 


Publications, Alexander Liberman 


and Priscilla Peck 
Television 
Television commercials—Brew- 
ing Corp. of America, Benton & 
Bowles, Ray Lind 


Morey, Humm Adds Townley. 
Names Porter Copy Chief 
Townley Frocks Inc., New York 
maker of Claire McCardell clothes, 
has appointed Morey, Humm & 
Johnstone, New York, to handle its 
advertising. Townley formerly ad- 
vertised direct. Fred Lida has been 
appointed production manager of 


the agency's Rockefeller Plaza 
branch 

Marion Oettinger Porter, form- 
erly with Bonwit Teller, has 


joined the agency as 
chie 


a group copy 


Nautilus Food Names Agency 
Nautilus Food Products Inc 
New York packer of Captain's table 
salad dressing and other Captain's 
table products, has named Tracy, 
Kent & Co., New York, to direct 
its advertising. Newspapers and 

magazines will be used 


Thatcher Glass Promotes 3 
Thatcher Glass Mfg. Co., Elmira, 
N. Y., manufacturer of food and 
beverage containers, has made 
several changes in its sales de- 
partment. Philip W. Hatch, for- 
merly sales manager of the com- 
mercial container division of Ball 
Bros., Muncie, Ind., has been 
named assistant to David R. Par- 
fitt, v.p. in charge of sales. Walter 
S. Bazzett, sales manager of the 
milk container division, has been 
promoted to sales manager of the 
beer and beverage container divi- 
sion. Harold E. Donaldson has 


been transferred from the McKee 
Glass Co. division, Jeannette, Pa., 
to Elmira to be manager of special- 
ized product sales 


Olsen Heads Researchers 

Dr. Fred Olsen, v.p. for research 
and development of Olin Indus- 
tries, East Alton, Ill, has been 
elected president of Industrial Re- 
search Institute, New York. Allen 
Abrams, v.p. of Marathon Corp., 
Rothschild, Wis., has been elected 
institute v.p., and C. G. Worthing- 
ton continues as full-time secre- 
tary-treasurer. 


Rheem Names Harris 

Robert H. Harris, formerly gen- 
eral sales manager of the Westing- 
house Electric International Co., 
New York, has been named assist- 
ant manager of Rheem Interna- 
tional, a division of Rheem Mfg. 
Co. Mr. Harris will be located in 
New York 


Henderson Joins WKRC 

Hal Henderson, formerly with 
Frederick W. Ziv Co., New York, 
has joined the sales staff of 
WKRC, Cincinnati. 
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Nedick’s Promotes Thackeray 
William Thackeray, assistant 
head of store operations, has been 
elected v.p. in charge of store op- 
erations of Nedick’s Inc. New 
York. Mr. Thackeray has been 
with the company for 24 years. 


Jacobs Opens Chicago Agency 
Lester L. Jacobs has started an 
agency under his own name at 228 
N. LaSalle St., Chicago 1. He pre- 
viously was an account executive 
with Buchen Co., Chicago, for 15 
years. ‘ 
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Two Appoint FitzGerald Inc. 

WJAR-TV, Providence, and 
Lincoln Woods Dairy Bar, Lincoln, 
R. L, have appointed FitzGerald 
Inc., Providence agency, to handle 
advertising. The former will use 
trade papers, the latter newspa- 
pers and radio. 


Beech Boosted to Ad Head 


John W. Beech, field supervisor, 
has been promoted to ad manager 
of American Pipe & Construction 
Co., Los Angeles maker of rein- 
forced concrete pressure pipes. 


House Unit Okays Bill to Let Post Office 
Crack Down Fast on Fraudulent Mail Users 


WASHINGTON, May 20—The 
House post office committee gave 
its approval last Friday to legisla- 
tion enabling the Postmaster Gen- 
eral to crack down on fraudulent 
mail campaigns. 

The legislation (H. R. 5850) is 
designed to set aside recent court 
decisions which require the Post 
Office Department to follow cum- 


bersome procedures before it can 
seize allegedly fraudulent matter. 

Postmaster General Jesse Don- 
aldson said tighter ‘raud laws are 
necessary to protect mail order 
sellers against a loss of public con- 
fidence. 

He said operators of fraudulent 
schemes have developed a tech- 
nique of running swift “clean up” 


campaigns which enable them to 
mulct a community before postal 
inspectors complete administrative 
procedures which must precede a 
fraud seizure. 


@ Under several recent court deci- 
sions, Mr. Donaldson said, seizures 
have been set aside unless the de- 
partment follows the procedures of 
the Administrative Procedures Act 
before holding up deliveries. 

As a result, he says, the time re- 
quired for an order to block a 


THIS IS A GOOD PLACE 


TO DO BUSINESS 


at 250 miles per hour 


Mounted in the belly of an airplane, a modern aerial camera will photograph 
the earth with man-made eyes nature’s best cannot match. 


These beautifully precise, clear-seeing eyes are very largely the work of metal- 


working-production men . . 


. men who turn their great skills and production 


know-how to the ultra-precision manufacture of a high-speed camera shutter as 
readily as they pour automobiles by the millions from mile-long assembly lines. 


Where does their wide-ranging knowledge in the best production techniques 
of every kind corne from? More than from any other magazine they find new 
answers to tough production problems in American Machinist: edited exclu- 
sively for them for 75 progressive years, this magazine gives Metalworking’s 
production executives and engineers more job help than any other magazine 


in the world provides. 


In the tremendously important field of die design and application, for example, 
you will find ONLY in American Machinist a brilliant and exclusive series of 
articles on outstanding dies designed and built by member-companies of the 
National Tool and Die Manufacturers’ Association. And year after year, 
American Machinist publishes more facts and exclusive ideas in the field of 
presswork and dies than any other metalworking magazine . . . by far.* 


Being first with the most information in every field of metalworking produ¢tion 
is the basic reason why American Machinist is also the top magazine for 
advertising and selling to the biggest of all industries: 


Great editorial power keeps American Machinist the only metalworking 
magazine with a growing, all-paid circulation. And almost 700 advertisers 
find American Machinist’s 28,600 management-concentrated subscribers 
a highly profitable group with which to do business. They put more 
advertising dollars in American Machinist year after year than are in- 
vested in any other metalworking magazine. 


When you want to sell more to the industry which makes every metal product 
. .. be sure you put American Machinist’s great editorial impact behind your 


advertising. 


“Write us for a list of American Machinist articles on dies and presswork, 1948-1951. 


Member of the Audit Bureau of Circulations and the Associated Bus 


1877-195 


The McGraw-Hill Magazine of Metalworking Pr 
McGraw-Hill Building, New York 36 
Published every other Monday 


| vertisement appearing in a classi- 
| fied telephone book is attached to 
the bills sent each person. 


43 


fraudulent or obscene mailing runs 
to double the previous period. 

The proposed bill restores the 
right of the department to hold up 
suspected mail. 

“More than $2 billion are spent 
j}annually on merchandise pur- 
|chased through the mails, from 
| legitimate business enterprises,” 

Mr. Donaldson said. “It is essential, 
therefore, in the interests of the 
national economy that the confi- 
dence of the public in mail order 
advertising be maintained.” 


@ One current scheme involves 
mailing bills to business and pro- 
fessional people for advertising 
space in a directory, Mr. Donald- 
son said. A copy of a previous ad- 


These bills are written to lead 
the person to believe he is being 
called upon to pay for renewal, 
he said. “Numerous people and 
business houses have been victim- 
ized and have remitted money to 
the operators of these fraudulent 
schemes in the belief that they are 
renewing their telephone directory 
advertising.” 


|WTAM. WNBK Reorganize 
rromotion Vepartment 

| Charles Hutaff, formerly associ- 
| ate director of films, TV and radio 
| for Fuller & Smith & Ross, Cleve- 
| land, has been named to the new 
| position of director of advertising, 
|merchandising and sales _pror 
tion for WTAM and WNBK (TY), 
Cleveland. 

Meanwhile, Clement G. Se 
| back, previously ad manager 
| WTAM, will fill this post for 
| radio station and its sister TV 
| filiate. Albert M. Henderson, f 
|merly ad manager of WNBK, 

been appointed manager of pr 
and publicity for both stations. 
appointments are effective June 


| To Geyer, Newell & Ganger 
William W. Lewis and Mun 
Caine have been added to the co 
| staff of the radio-TV departm 
|of Geyer, Newell & Ganger, N 
York. Mr. Lewis formerly 
with Morse International Inc., N 
York, and Mr. Caine was w 
| Huber Hoge & Sons, New York. 


WORC Promotes Cooper 


Kenneth Cooper has been p 
moted from sales manager to v. 
and general manager of WO 
Worcester, Mass. Thomas Donl 
previously with the sales depa 
ment of WAAB, Worcester, s 
ceeds him. 


Coupon the West 
at low cost! 
Join 


“BRANDS YOU KNOW” 
group-couponing program 


“Branps You KNow"’ group-cou- 
poning program is designed to ex- - 
pand your western retail distribution 
—create consumer demand for your 
product—and to save yeu money. 
Low rates because participants share 
costs. High redemption because of 
variety of products—more coupons 
mean higher package value. Sched- 
uled mailings (three a year) hit key 
western markets. Nation's largest 
grocery store products manufactur- 
ers have proven this program by 
repeat participation. Inquire now 
about our next big promotion. Phone 
or write for complete details, costs, 
etc., and samples of our highly suc- 
cessful March mailing. 


HECHT-ARMS CO. 


612 Howard Street Uni 
San Francisco 5. Calif. 1009 Waimany 


Honolulu 14, Hawai 


Don Mcleese 
33 No Michigan 
1m, 
Ckotral.6 2733 
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Wie a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can't sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


/ 


Fertig Joins Lewis Agency 


Conventions 


May 25-28. National Business Publica- 
tions, spring meeting, Shawnee Inn, 
Shawnee-on-Delaware, Pa 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisc 

May 28-30. National Assn. of Trans- 
portation Advertisi.g. annual meeting, 
Blackstone Hotel, Chicago 

June 8-11. Advertising Federation of 
America, 48th ann convention and ex- 
hibit, Waldorf-Asto Hotel, New York 

June 9-10. Nation«! Assn. of Magazine 
Publishers, 33rd anual meeting, Pocono 
Manor Inn, Pocono Manor, Pa 

June 10-12. Lithographers National 
Assn., 47th annual convention, The Green- 
brier, White Sulphur Springs, W. Va 

June 16-18. American Marketing Assn., 
conference, Nether|and Plaza Hotel, Cin- 
cinnati. 

June 16-19. National Advertising Agen- 
cy Network, annual management con- 
ference, Skytop Lodge, Skytop, Pa 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle 


June 23-25. Newspaper Advertising Ex- | 


ecutives Assn., summer meeting, Daytona 
Beach, Fla. 


June 27-29. Northwest Daily Press Assn., 


annual summer meeting. Madden Lodge, 
Brainerd, Minn 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annua! conference, Palmer 
House, Chicago. 

Sept. 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an-| 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 28-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York 

Oct. 2-4. Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grove Park Inn, Asheville, N.C | 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. | 

Oct. 4-7. Mail Advertising Service Assn., 
International, annua! convention, Shore- | 
ham Hotel, Washington, D. C 

Oct. 5-9. Advertising Specialty Nation- 
al Assn., annual convention and specialty 
fair, Palmer House, Chicago. | 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annuai conference, Shoreham Hotel, 
Washington, D.C | 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 19-22. Western Classified Advertis- | 
ing Assn., Mission Inn, Riverside, Cal | 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, | 
Chicago. 

Oct. 20-23. Financial Public Relations | 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The} 
Greenbrier, White Sulphur Springs, W 
Va. 

Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago | 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago 


Hickok Promotes Johnson | 

Hickok Mfg. Co., Rochester, 
N. Y., has promoted F. Dean John- | 
son to the newly created position 


|of general product sales manager. | 
|He is succeeded as product sales 


manager for jewelry by Charles J. 
Hoffman, formerly product sales 
manager for suspenders and gar- 
ters, In his new position Mr. John- 
son will ultimately be responsible 
for the styling of all Hickok lines 
and internal contro! of sales activi- 
ties. 


‘Nursing World’ Incorporates 


Nursing World, New York, for- 
merly published by Joseph Kruger 
as an individual, will henceforth 
be published by Nursing World 
Publications Inc. In the new cor- 
porate arrangement, Mr. Kruger 
is president and sole stockholder. 
S. R. Cowan is publisher and Vir- 
ginia Turner, RN, is editor. The 
magazine is now at 67 W. 44th St. 


Shaver Named PR Head 


Carl W. Shaver, for the past 14 
years a member and director of 
Marts & Lundy, New York public 
relations consultant, has been ap- 
pointed director of public rela- 
tions of Grand Union Co., East 
Paterson, N.J., effective July 1. 


Robert Fertig, formerly with 
Reiss Advertising Inc., New York, 
has joined Lewis Advertising, 
Newark, as production manager. 


Wiraen your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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April Sales of Chain Stores 


——— ———-April— % Gain ————4 months—__——. % Gai 
1952 1951 or Loss 1952 1951 or Loss 
Food Chains 
Grand Union .$ 13,877,034 $ 13,218,061 + 5.0 $ 27,478,988 $ 26,290,413 + 4. 
pees . 16,525,706 —15,655.798 + 5.6 334,568 64,015,749 + 3. 
Kroger Co... 81,477,030 7.728.477 + 5.0 320,438,481 304,574,171 + 5. 
National Tea 28,038,105 28,018,980 + 0.1 109,293,498 112,287,710 — 2. 
Mail Order 
"Sears, Roebuck ... $239,059,121 $216,595,972 +10.4 $ 617,184,159 $ 607,661,357 + 1. 
Spiegel ..... ..  11.573,246 11,885,333 — 2.6 38,820,037 43,559,398 —10. 
Montgomery Ward. . 93422821 95.175.221 — 18 — 240.575.125 _ 267,854,762 —10. 
Group Total $344,055.188 $323,656.526 + 6.3 $ 896,579,321 $ 919,075,517 — 2. 
Drug Chains 
eae $ 4,312,188 $ 3,954,878 + 9.3 $ 17,258,559 $ 15,793,321 + 9.3 
Walgreen ......... 14,053,514 13,236,708 + 6.2 56,417,334 54,328,240 +3.8 
Group Total $ 18,365,702 $ 17,191,586 + 68 $ 73,675,893 $ 70121561 + 5.1 
Variety and Miscellaneous 
Adam Hat Stores ..$ 1,082,175 $§ 1,037,506 + 4.3 $ 4,440,871 $ 5,057,517 —12.2 
‘Angerman Co. Inc. . 830,500 652.268 +27.3 2.075.129 1,892,895 + 9.6 
*Beck, A. S. Shoe... 4,683,208 3,368,801 +39.0 13,622,151 14,234,988 -— 4.3 
ler Bros. ...... 8,566,888 8,162,129 + 5.0 ‘717,902 «37,766,247 — 8.1 
‘Diana Stores Corp 1'311,164 —-1,395,.255 +29.8 16,039,190 14,323,548 +12.0 
Edison Bros. . 8.976.934 5,876,164 +52.7 24,463,225 23,317,780 + 4.9| | 
Fishman, M. H. 1,011,952 741,880 436.4 3,022,027 2,663,820 +13.4 
Gamble-Skogmo 9,936,694 9,421,159 + 5.5 35,274,334 eee _ 7 INSIDE INFO—Charm, Glamour, Holiday, 
Grant, W. oT. - 21.633.650 17,872,794 +21.0 367, 6,983,342 + 2.1) sos moiselle, Seventeen and Today's We. 
ey 9,428,722 7,085,817 + 13 28,246,501 27,199,648 + 1.0| man will carry pages like this in ao new 
rGreen, HL 8. 8.892.555 7.291.228 +220 22,843,715 22'554,989 +13] campaign for Skyway Luggage Co., 
Stores 5,308,930 «4,958,298 + 7.1 «13,845,518 «14,267,463 — 3.0| Seattle. Don Allen & Associates, Portland, 
Kinney,G. R. Co. .. 4,138,000 2,700,000 11,172,000 10,586,000 + 5.1 Ore., is the agency. 
resge, S. S. . 26,873,248 21,102,848 +27.3  89.729.175 85,059,710 + 5.5 
ote Rees Ne ies Sa Sites i 
Sg lemepepaes 14,863,596 596,316 +54. ‘701, 983, 64) 5 “ i 
rey... 578.928 «-7:269.438 418.0  -29.483.487 —«28.309519 + 41| /ieved to “contribute most to total 
McLellan Stores...... 4,685,808 3,732,954 +30.3 12,668,753 «11,483,629 +10.3| company productivity. 
*Mercantile Stores, ; 
re. 19,003,100 9,364,400 + 68 26,525,100 27,445,700 —34| Asked to number in order of 
Miller-Woh! Co. 3,384,840 2,435,312 +R EN eerer +3 importance which factors contri- 
Murphy, GC. ...... 15,053,717 11,172,065 +34. ‘810, 214, ; . he 
National Shirt Shops” 1.898.415, 1'130140 4326 4.685.794 -_4'182'326_ +12.0| Dute most to their company’s total 
Neisner Bros. ...... 5,255,736 4,334,761 421.2 16,849,124 16,758,418 + 0.5| productivity, respondents replied 
fear, BREE MIS TES ARE RSIS $13] 0 follows: 
eae ee ee ake sine owe Investment in new plant and 
Oe 1,281,179 915,910 +39.9 2,203,483 875,384 +17. i O- i 7 
westere Auto’... 12,471,000 146 42434000 46,699,000 + 9.1/auipment, 46%; improved man 
White's Auto oonue aman +52 agerial techniques, 23%; increased 
Pedal c 1,457,832 952,315 +53.1 542, 038, ; ‘lizati ti aciliti 
Woolworth, FW. |.” $8565400 47,552.43 $231 199,782,411 191,780,832 + 4.1 pyres . on —_— 
Group Total ...... $360,059,754 $295, 366,946 +21.9 $1.188,149,353 $1,153,513,987 + 3.0| 13%, research and invention, ; 
Combined Total . .$862,398,519 $770,836,374 +11.9 $2.681,950,102 $2,649,879,108 + 1.2|cyclical business expansion, 3%; 
: improved marketing conditions, 
‘Four weeks and 8 weeks. “Three month periods. ‘Four weeks and 17 weeks. ‘Nine month period. 2%. 
‘Two month period. 
# 6. Three out of four companies | 
= = s s ° " : 
ob Skills taking part in the study believe 
Management Discounts Improved J a ee oe ae ae 


as Wage Negotiation Factor, Study Shows 
Highlights of the study include: productivity record in the future | 
| will be higher than in the past, but | 
do not keep records of their annual | less than half that number believe | 


New York, May 20—Union de- 
mands during the next eight 
months will be keyed to “increased 
productivity” or to an “annual im- 
provement factor.” But American 
management, for the most part, is 
not yet equipped to enter contract 
negotiations on those points. 

That warning to industry is 
contained in a detailed analysis 
released today by Fisher, Rudge & 
Neblett, management consultant. 
It is reportedly the first national 
survey of management experience 
and attitudes relating to produc- 
tivity as a factor in wage policy. 

A total of 156 companies, repre- 
senting a cross-section of industry 
and employing more than 1,500,000 
workers, participated in the sur- 
vey. 


| stimulate productive efficiency. 
| 7. A total of 63% 


1. Of companies queried, 41% 


productivity trends. the productivity of their industry 
2. Three out of ten companies | as a whole will be higher. 
are unable to estimate their pro- Many of the respondents con- 
ductivity. sider the “annual improvement 
3. While half of the responding | factor,” first recognized in the 
management groups are opposed General Motors-UAW contract of 
to the general principle of “an an- 1948, as merely a “dodge” to jus- 
nual improvement factor” in con- tify a new round of increases in 
tract negotiations, 43% of the com- 1952 and a guaranteed annual in- 
panies indicated they do not have crease in succeeding years. 
adequate information on which to The GM-UAW contract, as 
base judgment. amended in 1950, sets the annual 
4. Only 7% of the companies improvement factor at 242% or 4¢ 
surveyed say they favor a “pro- an hour a year. A number of other 
ductivity factor.” companies, mostly those which had 
5. Among companies surveyed, collective bargaining relations 
“increased labor efficiency” ranks With UAW, later adopted such a 
last in a list of seven factors be- Provision in their own contracts. 


GREAT MOTION PICTURES ARE PROCESSED BY PATHE 


Pioneer TV Film Producer 
FRANK WISBAR says: 

“Our [¥ film specifications are 
the most exacting in the freld. Pathé 
Labs always give us what we want.’ 


Both New York and Hollywood Have Complete Pathé Laboratory Facilities: 
COLOR ° 


35MM *- 16MM °* 


Frank Wisbar’s famous pioneering 
TV venture is Procter & Gamble’s 
“FIRESIDE THEATRE” which is 
processed by Pathé. Can we be of 
service to your TV department? 


s Austin M. Fisher, partner in the 
consulting organization, in releas- 
ing the new study, pointed out that 
the Wage Stabilization Board has 
| recognized the principle of “an- 
nual improvement factor” in 
clauses signed before the date of 
the general wage freeze. To date, 
| while panel reports to the board 
|in several cases, notably the big 
steel companies and Curtiss- 
Wright Co., have stressed produc- 
tivity, the board has not yet 
formulated a policy that goes be- 
7 yond recognition of such “pre- 
freeze” cases, Mr. Fisher said. The 
labor side of the board, however, 
he pointed out, continues to press 
,for extension of the productivity 
concept. 


Opens Eastern Office ° 
Business News Publishing Co., 
Detroit, which publishes Air Con- 
ditioning & Refrigeration News 
and Appliance Digest, is opening 
an eastern office at 521 Fifth Ave., 
New York. Robert M. Price, ad 
manager for both publications, also 
will have charge of the office. A 
western office in Chicago also is 
planned for an early date. Allan 
Schildhammer, western advertis- 
ing manager, will be in charge. 


Auto-Soler Co. Names Howell 


Joseph H. Howell, at one time 
sales promotion consultant for 
Rogers & Smith, Dallas agency, 
has been named v.p. in charge of 
advertising and sales promotion 


BLACK AND WHITE for Auto-Soler Co. Atlanta. 


believe their | 


If You Want 


| BR cucu. Suene® 


| crowpriZed 


Win a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


Buy 
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Agrees with Levin on Vital 
Need for Sales Training 

To the Editor: Hats off to Mar- 
vin Levin, publisher of the South- 
ern States Beverage Journal, for 
his letter in the Apri] 28 issue! 

When he says, “We are of the 
opinion that advertising cannot get 


Indoor Advertising of America 


4 DH TOW OF WL. ETESGAARD 480 ASSOCIATES, ine 


346 MN. JUSTINE ST., CHICAGO 7, ILL. 


DISPLAYS OF ALL TYPES AND SIZES 
DEMONSTRATIONS - EXHIBITS 


Let ue bid on your next display job 
PHONE OR WRITE... NO OBLIGATION 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are wel 


dealers who sell the products to 
the consumer are given some sort 
of sales training, to make the most 
of the prospects who enter their 
stores,” we rise to bow to Mr. Le- 
vin. His reports of experiences as 
a customer are duplicated count- 
less times, in retail stores, from 
Portland, Ore., to Portland, Me. 
It seems that most top executives 
of America’s leading companies are 
lin favor of sales training. But their 
interpretations of this activity 


range from soup to nuts, and fre-| 


quently “nuts” is an appropriate 
term... 

Sometimes you'll talk with a 
general sales manager about the 
over-the-counter sales of his prod- 
uct, suggesting that he may not 
know what is happening in the re- 
tail stores. And he'll reply some- 


thing like: “Oh, yes, I know ex- 
actly how our product is moving in 
the field. I am on the road all the 
time. Why, just last week I had 
lunch with the buyer of Marshall 
Field. I know exactly how the re- 
tail sales people are selling our 
product.” Or the vice-president in 
charge of sales may say: “We do a 
great job of sales training. We 
spent thousands of dollars on a 
sales manual, only 17 years ago. 
We send out reprints of our mag- 
azine advertising every single 
month, to every retail account. We 
are doing a great job helping our 
retailers.” 

But sales training isn’t quite as 
simple as that. We think it’s nec- 
essary to do some hunest field re- 
search, learning, among other 
things, exactly how the retail sales 


people are selling a product. 

For example, we have success- 
fully used a research technique of 
installing concealed microphones in 
retail stores, recording the verba- 
tim conversations of salesmen and 
customers. Done on a broad enough 
scale, this research method will 
“pick the brains” of good sales peo- 
ple and record their exact words 
of “how to do it.” This information 
can then be made available to all 
the sales people across the country, 
in the form of meetings, movies, 
the printed word, etc. 

In any sales training program, it 
must be recognized that the sales 
people are not a captive audience. 
They must be sold. They must be 
motivated to want to do a better 
selling job with your product. 
Salesman Smith may possibly be 
concerned about making four extra 
dollars a week to feed the new 
baby due next month. And Sally- 
the-salesgirl may be more inter- 
ested in the date she has for Sat- 
urday night than she is in the 119 
years of glorious history of your 


THE 5 YEAR STORY ror tae FOOD ADVERTISER 
Daily Retail Grocery Advertising 


100% 


LINAGE GAIN 


1947 
1952 


1947 TO 1951 


| 
| 
yg 7% 
ss. i. 28% _ 
| | xg 39 
| | a <% 
GLOBE TRAVELER RECORD POST 
Percent of Field 
(1947 THRU IST QUARTER 1952) 
GLOBE TRAVELER RECORD POST 
27.6% 32.5% 19.1% 20.6% 
34.4% 35.0% 14.7% 15.9% 


AND NOW... First Three Months 1952* 


Lines 


Gain or Loss 


GLOBE TRAVELER 
204,361 207,930 
12,609 +120 


RECORD 
86,958 


POST 
94,109 
— 5,668 


*Source: Medio Records, Inc. 


Advertise in the newspaper that has the ac- 


ceptance of the local food retailer . . 


. the paper 


with the women's pages “rated best” in Boston 


The Boston Globe 


MORNING 


. EVENING ° 


SUNDAY 


CRESMER & WOODWARD, INC. NEW YORK SAN FRANCISCO, LOS ANGELES. SCOLARO. MEEKER & SCOTT, CHICAGO, DETROIT 
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company. 
Unfortunately, there are no mag- 
ic formulas or patented panaceas 
that can be secured with three box 
tops and 15¢. But to the manufac- 
turer who has a good product, ade- 
quate distribution and effective 
advertising, there is an area that 
offers handsome rewards. Creative, 
personalized, effective salesman- 
ship can pay off... 
Howarp H. Horton, 
H. H. Horton Co., New York 


Says Market Research Is 
Hunch—but Analyzed 

To the Editor: After noting Prof. 
John Jeuck’s statement (AA, May 
12) that market research is “vastly 
overrated” and would have found 
impractical the six business ad- 
vanees since 1850 (packaging, 
branding, advertising; department 
stores; mail order; chain stores: 
supermarkets; suburban selling 
centers), many will wonder how 
much college professors are over- 
rated. 

First of all, the “hunches” which 
he says were the starting points 
of those six advances are the na- 
tural start of anything. But the 
very next step is likely to be some 
form, however rudimentary, of 
“research”—a word which, prop- 
erly defined, describes any factual 
investigation. Even those early fel- 
lows who merely asked Aunt Katie 
and Cousin Betsy and Neighbors 
Jones and Brown what they 
thought of an idea were, in fact, 
conducting a rudimentary market 
research, Not even a college pro- 
fessor can make me believe that all 
those six main developments oc- 
curred without anything but hunch 
to lean upon—no organized inquiry, 
no collection or examination of 
facts, no experimentation or analy- 
sis of tests and try-outs. To say 
so would be to make simpletons 
of Mr. Wanamaker, Mr. Hartford, 
Mr. Sears and many of our busi- 
ness great. 

To say, also, that you “can't re- 
search the really new” is to show 
a serious misconception of what 
scientific method is. In an age 
when research of the new—the 
atom, antibiotics, to name but two 
—is producing such startling re- 
sults, it sounds ox-cartish to say 
marketing research can’t research 
anything new. 

Prof. Jeuck, it seems, could use 
more understanding of what mar- 
keting research is. When the new 
shortenings (Crisco, Spry) started, 
it was my privilege and job to 
conduct a long series of the mar- 
keting researches for one of these 
two great absolutely new articles. 
It took several years of time, and 
started simply with a detailed 
study of the price and sale of lard 
for five decades past. It ended up 
with very careful psychological 
studies of many individual colored 
cooks of the South and their at- 
titudes toward the new product in 
use in their kitchens. 

To say that neither Procter & 
Gamble nor Lever Bros. should 
ever have used more than hunch 
in studying and putting out their 
evolutionary vegetable shortening 
is to call for the return of the horse 
and buggy age. It is, in fact, a 
derogation of everything that a 
college stands for. Is Prof. Jeuck 
the new Professor of Hunch at the 
University of Chicago? 

We all know that every business 
idea is usually “overdone” by 
somebody in his enthusiasm, and 
marketing research in principle is 
nothing more than the Analyzed 
Hunch. But it must be analyzed! 

J. GEORGE FREDERICK, 

The Business Bourse, New 

York. 

* e 


Adds to Shaner’s Comment 
on Publishing Stocks 

To the Editor: Referring to E. L. 
Shaner’s letter published in your 
April 28 issue of ADVERTISING AGE, 
it is quite true that the Value Line 


_ Investment Survey supervises only 


Cae 


2 ie 
. 46 ee 
r* d . 
tt 
of ¢ 
‘ 
es come. 
4 a fair shake of the dice unless the E 
“a — a 
3 | 
a | 
~“e Co ne 2 en eee 
4 eee eee smanaeniaasicennietinigibiind Pay 
a q 
“ee * 
a, q 
¢ 
z : ) 
‘gq 
; ey 7 91¢ 
‘“ 7 
q { 
i 
| : 73% 
- it — ” a q 
4 
F , 
— : 
: ] | 
oF Ps 
5 3 F 
i. | 
f if 
* { | 
_ ahs 
§ f | 
| | 
; 
; 
— 
q ' 
-§ 
i \ 
. 
Sn q 
s y i 
a | 
; ‘4 
“ ATR D SY NS AT AS a TT 4 
: S| | 
| j 
: a 7 
59 P| —8,527 4 
“it q , 
: ee 
Ng Cis 
: Se ! 
j 4 Y 
a J 
Si 
Be | 
"a 
~h 
; i | 
4 ee ee 
5 gg 
a 
t 
a7 ee 
ay ae 
Peas 
yi : : ; 5 See di, 


Advertising Age, May 26, 1952 


listed publishing stocks. To clear 
a point, however, we would like 
to bring to your attention that your 
otherwise excellent article on our 
latest quarterly Ratings & Reports 
on publishing stocks should actual- 
ly have stated: “Publishing stocks, 
aS a group, appear relatively un- 
interesting for appreciation at this 
time.” This recommendation is 
based on cuts in dividend rates 
due to narrowing profit margins 
caused by higher postage, paper, 
printing and production costs plus 
the effect of government controls 
and taxes. 

We agree with Mr. Shaner that 
there are some excellent unlisted 
securities in the publishing field 
which are closely held or private- 
ly owned. However, as an invest- 
ment advisory service with some 
10,000 annual subscribers, our su- 
pervision of stocks is necessarily 
limited to those which have wide 
investor appeal. We heartily hope 
with Mr. Shaner that the growing | 
trend toward wider distribution of 
stocks by business paper publish- 
ers will result in broader public | 
interest in the all important busi- 
ness paper industry. 

ARNOLD BERNHARD, 

President, Value Line Invest- 

ment Survey, New York 

a * * 


Adman Wants the Pitch 
on Patriotism Posters 

To the Editor: I probably am 
stupid, but I just can’t understand 
why the Freedoms Foundation 
gave top award to the poster il- 
lustrated on the attached clipping 
(AA, Feb. 25). As a matter of fact 
I can’t understand the poster, and 
1 would like someone to explain to 
me how the statement “They who 
lost liberty appreciate it” can pos- 
sibly achieve the objectives of the 
Freedoms Foundation which, as I} 
understand it, are to give us low-| 
brow American citizens a better 
appreciation of the things which | 
have made this country great. 

Another typical example is 
“Freedom is everybody's job.” Just 
exactly what does that mean? 1) 
honestly don’t know. 

Much better brains than mine} 
have been working on these proj- | 
ects throuch the Advertising Coun- | 
cil, Freedoms Foundation, Ameri- | 
can Heritage, etc., and I may be | 
completely out of step in ques-| 
tioning the efficacy of these cam-| 
paigns. I don’t profess to be a} 
student of psychology but in my | 
opinion this poster and much of} 
the other advertising inspired and | 
fostered by Freedoms Foundation | 
miss the mark completely and are | 
a flagrant waste of money. The 
average person simply cannot in- 
terpret and apply their meaning 
to his or her way of life. 

I guess I need enlightenment. 

Joun H. Piatt, 


Vice-President, Kraft Foods 
Co., Chicago 
* az 


Two More Define Advertising 

To the Editor: Authority for this 
definition of advertising goes back 
20 vears ago to a Mr. Nugent, of 
Media Records fame, during his 
visit to the Houston Press: 

“Advertising is nothing more or 
less than buying the public’s brains 
to think of you when they need the 
particular thing you have for sale, 
and the firm that does the best 
business is the firm that has done 
the best job of buying the public’s 
brains through the form of adver- 
tising.” 

Ase R. HERskK, 
A. R. Hersk Advertising, Hous- 
ton. 
e 

To the Editor: Was very much 
interested in the discussion of a 
definition of advertising in your 
April 14 issue. Having been in the 
retail advertising and sales pro- 
motion b&siness prior to being re- 
called to active duty with the Air 
Force over a year and a half ago, 
I did some thinking about this, and 
came up with the following: 


“Advertising is any visual or 
audible announcement used to sell 
a product, service or idea.” 

Possibly this definition will 
bring further discussion of an ap- 
propriate definition of advertising. 

KENNETH W. BEESE, 

Capt., USAF, Asst. Reserve In- 

formation Officer, Hq. Tenth 

Air Force, Selfridge AFB, 

Mich. 


© * e 
Can Anyone Help? 


To the Editor: Can you help me? 
I am trying to find the text of a 
bit of doggerel I heard many years 
ago. All I can remember about the 
verse is that it ran something like 
this: 
“Eschew the dreadful sitting habit. 
Be on the jump just like a rabbit, 
Who needs no burr beneath his 
rump...” 
That is as close as I can come to 
it, but it will be close enough to 
identify it for anyone who knows 


If you cannot find anything in 
the morgue or you can’t find any- 


thing “on the premises,” I wonder 
if you could be gooc enough to put 
the problem up to \our readers. 
J. C. BonnING, 
Kelvinator Division, Nash- 
Kelvinator Corp., Detroit. 
AA can’t help. Can any reader? 
~ + 


Agency Man Is ‘Grateful’ 
tor Expenditure Study 

To the Editor: My compliments 
on your analysis of advertising ex- 
penditures which appeared in the 
last few issues. This represents a| 
lot of planning and work, and 
here’s one of many readers who is 
grateful for it. 

Otto KLEPPNER, 
The Kleppner Co., New York. 
* < * 

| Government Agency Reprints 
| ‘Reading Levels’ Feature 

To the Editor: I have recently 
reviewed a reprint of an article, 
| “Reading Levels in Communica- 
| tions—How to Get Your Thought 
Across,” which I believe was 
| printed in your magazine. I would 


| 


like to secure a copy of this reprint 
and also your permission to dup- 
licate it for distribution to the ex- 
ecutives and many of the super- 
visors of this agency. We would, 
of course, give recognition to your 
magazine on our reprints. 
FRANK A. PETRIE, 

Chief, Training Division, De- 

partment of Commerce, Civil 

Aeronautics Administration, 

Washington, D.C. 

e 


e e 
Hessler Designed Poster 
To the Editor: We note in your 
issue of April 28 an illustration of 
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a sign for Diamond State beer 
erected by us. 

Not that it makes a great deal 
of difference, but simply to keep 
the records straight, we would 
like to advise that this sign was 
designed by us; J. Robert Mendte 
Inc. is simply the agent for the 
account. Diamond State will have 
approximately 11 locations on its 
new contract, five of which will 
feature the plastic bottle. 

Pau. C. HESSLER JR., 
President, Hessler Inc., Out- 
door Advertising, Wilmington, 
Del. 


Specialists, in: SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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Management needs facts in the Chemical Process Industries 
on such problems as pollution control and rare earths research... 
on the foreign dyestuffs threat and new construction regulations. 
For in this moving, ever-changing market, developments occur daily 
that spell the difference between profit and loss. 
That’s why more chemical executives are reading CHEMICAL WEEK... 
it filters the news for the facts 
that management needs to solve process business problems. 


CHEMICAL WEEK, with concise, accurate evaluations 
of dollar-significant news, is the one publication exclusively edited 

for the businessmen in the market. And today, with chemical management 
looking for profits through economy of purchase and production, 

it’s of prime importance to your selling effort. 

That’s why CHEMICAL WEEK is such a good place 

to advertise your equipment, materials and services... 
it’s process management’s own magazine. 


MANAGEMENT MEN ARE TALKING ABOUT. -. 
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Motorola Tells How 
R&R Won Account 


(Continued from Page 1) 

Redden declared that Ruthrauff 
& Ryan, which has handled the 
Motorola radio and television ac- 
count for two years out of its New 
York office, bid for the space as- 
signment in a field of 26 agency 
applicants without special consid- 
eration and on exactly the same 
basis as its competitors 


Redden’s explanation of the 
Ruthrauff & Ryan selection is 
simply this—‘Perhaps Ruthrauff 


& Ryan felt they had to show more 
to impress us with their over-all 
abilities, since they were bidding 
for all, instead of half of the Mo- 
torola account; but when all pres- 
entations of services had been 
made, they got the account solely 
because they measured up best to 
our requirements.” 


® The selection sequence was care- 
fully organized and precisely ex- 
ecuted. In mid-January a schedule 
was set up by Redden, calling for 


final selection to be made four 
months iater, by mid-May. The 
26 agencies approached ran the 
gamut in annual billing, from 


around $100,000,000 down to $5,- 
000,000 
The invitations were extended 
nm the basis of clients having dur- 
ble goods and marketing experi- 
@nce in lines similar to Motorola 
products 
> Redden had two discussion ses- 
jons with all agency principals, 
xtending over a period of five 
ours, during which the market- 
fhe problems and objectives were 
lated and questions from the 
sency answered with product in- 
wmation and distributing policy, 
c. After a good deal of outside 


udies on television marketing 
oblems, the agencies prepared 
eir presentations 


No specific requirements were 
t, determination as to the meth- 
i of presentation having been 
ft to each agency. The result 
as a variety of approaches: ad 
1d prestige-building areas, bro- 


nures, charts and comprehensive 
resentations. On its side, the 
otorola company sent a ques- 


onnaire to clients of each of the 

encies in the “finals,” request- 
z information and comment on 
their relationships with the agen- 
cies under consideration 
@ Of the original 26 agencies in 
contact with Redden, 13 were 
screened out as “not qualifying” 
or dropped out of the running vol- 
intarily, because they secured 
competitive accounts during the 
period of contacts, or for internal 
reasons of their own 

A special committee of Motor- 
ola executives sat in on the pres- 
entations. The 13 agencies remain- 
ing after the initial screening pre- 
their services to the com- 
which was in constant ses- 


sented 
mittee 
sien daily for two weeks 
Following this, the committee, 
representing the merchandising, 
advertising and distributor view- 
point, again reviewed the entire 
presentations. The Lower Tower 
Room of the Conrad Hilton Hotel 
hired for three days for this 


was 
review. All presentations, facili- 
ties, services, agency staff recom- 


mended for the Motorola account 


and the point-by-point compari- 
son chart were reviewed. This 
‘ommittee further screened the 


choice down to four after a com- 
parative pro and con considera- 
tion with the specific Motorola 
sales problem in mind 


® Redden recounted that the four 
contenders were then invited to 
a review meeting before the board 
of directors a week later. As an- 


other of the final steps involved, 


Redden and E. A. Holsten, general 
merchandising manager, spent sev- 
eral days visiting headquarters and 
local agency offices in Chicago, 
Philadelphia and New York in or- 
der to inspect the physical layouts 
and facilities of the finalists and 
to meet with key staff members 
and groups to be assigned to the 
Motorola account. 

The complex and exacting pro- 
cedure was capped by a meeting 
of the Motorola board of directors, 
sales, advertising and merchandis- 
ing executives, at which a weighted- 
point system—detailing and com- 
paring the pros and cons of each 
agency—-was used. The contenders 
were screened down to two and 
finally, on Tuesday May 13, a final 
choice was made 


® Redden listed a few of the 
points used by Motorola in evalu- 
ating agency presentation of serv- 
ices: 

1. Facilities of 
depth of market research, mer- 
chandising staff, knowledge and 
experience with durable goods. 

2. Merchandising ideas suggested 
specifically for Motorola products. 

3. Breadth of other facilities of- 
fered. 

4. Kind and size of staff to be as- 
signed to service the account 

5. Counseling service available 
in all phases of marketing. 

6. Ability to convert sales ideas 
into an ad layout that will create 
interest, excitement and help move 
the product. 

7. A Chicago office that would 
provide day-to-day service 


agency, as to 


8. Assurance that principals and) 


top executives would be in active 
supervision. 

Said Redden: “It was a reveal- 
ing experience to see these large 
and small agencies making their 
presentations. Although a few, of 
course, did not, the majority 
showed considerable insight into 
our problems as a result of their 
marketing research.” 


® Redden disclosed that Motorola 
officials had just concluded a full 
week (May 19-23) of agency in- 
doctrination with Ruthrauff & Ry- 
an principals, the entire staff of 
contact and service groups assigned 
to organize and plan the complete 
program for the new fall line. 
The Chicago conferences included 
a session with Motorola manage- 
ment; a review of the program al- 
ready instituted by the company’s 
advertising department; an all- 
day session with Motorola engi- 
neers on product features; a guided 
plant tour for the agency men; and 
further briefing meetings at which 
1 variety of exhibits were shown 
and discussed, including all phases 
of advertising, sales promotion and 
sales training program previously 
and currently produced. 

Redden added that “a consider- 
able amount of market research 
has already been done here at the 
company, and more is to be done 
by the new agency. With the 
fruits of the week’s conferences 
with the Ruthrauff & Ryan group, 
we're ready to go on our campaign. 
We expect to do a very aggressive 
promotional and advertising job 

and to capture a more sizable 
part of the radio and television 
business.” 


Robotham & Co. Promotes 2 


W.S. Robotham, with the agen- 
cy since 1938, has been appointed 
assistant to the partners of Edward 
W. Robotham & Co., Hartford (Ed- 
ward W. Robotham and Dexter B 
Peck). Edward R. Merski, who 
joined the organization in 1947, has 
been advanced to production man- 
ager 


PROETZ AWARD WINNERS—Top prize winners in the annuol 
Erma Proetz competition sponsored by the Women’s Advertising 
Club of St. Louis receive plaques from Mrs. Blossom Streeter 
(left), who headed the awards committee. Left to right: Mrs. Phyl- 


A 


lis Edmonds, v.p., Home Federal Savings & Loan Assn., Tulso; 
Bertha J. Halpern, Stix, Boer & Fuller Co., St. Louis; Bonnie 
Drewes, D'Arcy Advertising Co., St. Louis, and Mrs. Margaret 
MacGowon, Henry Morgan & Co., Montreal. 


Four Big Mills 
Raise Newsprint 
Price $10 a Ton 


New York, May 22—-Four Cana- 
dian mills have raised their prices 
on newsprint $10 a ton. Abitibi 
Power & Paper Co., Anglo-Cana- 
dian Pulp & Paper Mills and Con- 
solidated Paper Corp. will make 
their higher prices effective June 
15. Powell River Co.’s hike goes 
into effect June 16. 

This latest boost wiil make the 
contract price on newsprint $126 a 
ton, delivered in New York. The 
last previous price rise, also $10 
a ton, was put into effect July 1, 
1951. 

While higher newsprint prices 
have been anticipated for some 
time by publishers and paper mer- 
chants (AA, Feb. 25, April 21 and 
28, May 19) the rises announced 
this week came with dramatic sud- 
denness. The Canadian govern- 
ment announced last weekend that 
it had agreed to allow a new $10 
boost because of the higher ex- 
change value of the Canadian dol- 
lar and lowering returns of news- 
print sales in New York. Four 
days later, Abitibi, Anglo-Cana- 
dian and Consolidated announced 
higher prices 


@In a joint statement issued 
shortly after the price advances 
were announced, George C. Big- 
gers, publisher, Atlanta Journal & 
Constitution and v.p. of American 
Newspaper Publishers Assn., and 
Cranston Williams, general man- 
ager of ANPA, declared that the 
increase in newsprint “will have 
serious repercussions throughout 
the newspaper business. Newspa- 
pers large and small will have 
their production costs increased to 
such an extent that there will be 
further mergers and failures 
“This increase,” Messrs. Biggers 
and Williams said, “means that 
advertising and circulation rates 
will have to be increased, since 
they are our sole source of revenue. 
We are approaching the point of 


diminishing returns on both of 
these sources.” 
@ Some authorities estimate that 


the hike in newsprint will cost 
American newspapers about $50,- 
000,000 a year. Last year’s news- 
print price increase cost members 
of ANPA $12,701,806 more for the 
first three months of ‘52, according 
to figures released at ANPA’s con- 
vention last April 


Newsprint has been rising in 


price since April, 1933, when the 
mill price was at a low of $41 a 
ton. During World War II to the 
end of price controls, it rose from 
$55 a ton to $85. 

Users of newsprint other than 
newspapers also wiil be seriously 
affected. Pulp magazines and 
comics books are substantial users 
of newsprint. AA was told by sev- 
eral publishers that they will be 
forced to use less paper and prac- 
tice every possible econemy. 

The black market for spot de- 
liveries is quiet. No sales have 
been reported since the new con- 
tract boosts were announced. But 
it seems inevitable that the $135 a 
ton that has been current here for 
some time will shoot up $10 a 
ton. 


@ Paper men are interested in re- 
ports from Savannah, Ga., that 
bagasse newsprint made from sug- 
ar cane waste can be produced at 
a cost of $55.92 a ton. Joaquin de 
la Roza, Cuban-born American 
citizen, early this week released 
this cost figure at a demonstration 
of a regular press run of the 


Savannah Morning News, in which 
bagasse newsprint was used for 
a section of 1,000 copies. The bag- 
asse newsprint is said to take ink 
well and is reportedly whiter and 
somewhat less opaque than Cana- 
dian newsprint. 


Reps Combine Facilities 

Media Representatives Inc., New 
York, and Edwin Seymour Inc., 
New York newspaper representa- 
tive, have formed an association 
and will exchange facilities to 
provide better service for adver- 
tisers, agencies and media princi- 
pals. Media Representatives has 
opened a branch office at 1415 K 
St., N.W., Washington, and soon 
will open one in Los Angeles 


Ben Barkin Adds Partner 


Ben Barkin & Associates, Mil- 
waukee public relations consultant, 
will change its name to Barkin, 
Herman & Associates July 1 when 
David A. Herman joins the organi- 
zation. Mr. Herman is leaving his 
position as publicity director of 
Gimbel Bros., Milwaukee depart- 
ment store. The public relations 
company soon will open offices in 
New York and Hollywood. 


Private Lines 


In reporting that some Video- 
dex clients are “backers” of the 
reorganized TV rating company 
(AA, May 19), AA seems to have 
erred by implying financial back- 
ing was involved. Some clients are 
working more closely with Video- 
dex on new services, but that’s all. 
The new services incidentally will 
include published ratings reports 
on 18 more TV markets soon, with 
continuation of these extra mar- 
kets reports depending on de- 
mand, Also, Mrs. Bea Brown, key 
Videodex researcher, is studying 
methods of revising the family 
panel used by the organization 


= os * 

It looks like Pillsbury Mills and 
General Foods have pulled a fast 
one on General Mills. As part of 
an ice cream parfait pie promotion 
(AA, April 21), Pillsbury and GF 
are running a four-page ad in the 
June Better Homes & Gardens, 
with two of the pages a punched- 
hole foldout of recipes. (It’s the 
first time a BH&G advertiser has 
used punched holes in an ad.) 

This involves the cookbook situ- 
ation. The BH&G cookbook (4,300,- 
000 copies sold) has a rival in GM's 
Betty Crocker cookbook (more 
than 1,000,000 sold). Both have 
the same physical setup to take 
punched-hole recipe pages from 


BH&G editorial pages. Now, no 
doubt, a lot of women will be tak- 
ing the Pillsbury, Jell-O foldout 
and putting them into the General 
Mills book. 


The Federal Trade Commission 
soap trial against the big three 
(Procter & Gamble, Lever Bros., 
Colgate-Palmolive-Peet) drags on 
and on, dropping and retrieving 
examiners along the way. On April 
30, hearing examiner Earl J. Kolb 
disqualified himself on the ground 
that he was prejudiced in favor of 
the soap companies. On May 1 he 
decided he wasn’t prejudiced after 
all. Trial attorney John York has 
appealed Mr. Kolb’s reversal to 
the commission. The trial, which 
has wandered between Washing- 
ton, lowa and New York, began in 
early 1949. Mr. Kolb took over in 
early 1951 because the previous 
examiner, Randolph Preston, had 
reached the mandatory retirement 
age 

* + > 

The current issue of Jet reports 
that a bigtime New York advertis- 
ing agency will employ a Negro 
executive by June 1. Other agen- 
cies and their clients are making 
similar plans, says the May 26 issue 
of the magazine. 
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SHIPPING 
DEPARTMENT 
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BILLION DOLLAR SPOKANE MARKET > 


It’s one of the three 
eee Must Markets in the 
Pacific Northwest 


The Billion Dollar Spokane market makes a real difference in 
any Pacific Northwest sales program. Parts of four states, and as 
large as New England, the Inland Empire is the very heart of the 
Pacific Northwest . . . a unified and distinctly independent trade 
area surrounded on all sides by giant mountain ranges. Include the 
Spokane Market in your sales picture and you reach a market with 
more people than Cleveland or Baltimore . . . a market with average 
farm income more than double the U. S. farm average . . . with 
more than a billion in net effective buying income, and retail sales 
greater than any strictly city market of a half million population. 


at 


Yes, you definitely need the Inland Empire to make your Pacific 
Northwest sales program complete. The easy, profitable way to 
sell this big-buying market is with the two local newspapers which 
Spokane and Inland Empire residents have read and heeded since 
pioneer days . . . The Spokesman-Review and Spokane Daily 
Chronicle. These two big, home-delivered dailies are accepted as 
home-town newspapers in every segment of their vast market. To- 
gether they cover Spokane and the Inland Empire as does no other 
advertising medium. 


THE SPOKANE MARKET 
REALLY MAKES 
A DIFFERENCE 


So get the inside story . . . the Inland Empire story . . . today .. . 
from your Cresmer and Woodward man. 


>» 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, Detroit, 


< Los ee ee Soeton Dong. Color pn ene SUNDAY Combined Daily 
| CIRCULATION 
7 Accepted as Now Over 
Home-Town Newspapers 160,000 | 
the Length and Breadth 81.84% UN-duplicated 


| of the Inland Empire 
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Hooper's Combined Radio-TV Questioning 
Questioned by Blair; Hooper Won't Budge 


New York, May 20—John Blair 
& Co., station representative, has 
challenged the accuracy of Hooper 
figures on radio audience size 

According to a study made by 
Blair, the fault lies with the in- 
clusion of radio and television in 
the opening question asked by 
Hooper telephone interviewers 

The study found that Hooper’s 
“telephone coincidental method 
grossly underestimates the radio 
audience.” 

The analysis of Hooper methods 
was by three sta- 
tions represented by Blair 
Columbus, KHJ, Los Angeles, and 
WDSU, New Orleans. It was direc- 
ted by Ward Dorrell, Blair's re- 


co-sponsored 


search-program consultant who 
formerly was a v.p. with C. E. 
Hooper Inc 

e Mr. Dorrell reports that prior 
to the fall of 1948, Hooper tele- 


phone interviewers asked: “Were 
you listening to your radio just 
now?” 

In October, 1948, the opening 
question was revised to: “Was 
anyone listening to the radio or 
looking at television just now?” 
And in the spring of 1951, the 
question was modified to: “Was 
anyone in your home listening to 
the radio or looking at television 
between and —; that was about 
15 minutes ago?” 

Mr. Dorrell pointed out that a 
few months after Hooper switched 
to the combined radio-TV ques- 
tion, sets-in-use began a continu- 
ous decline in Los Angeles. 


® The Blair consultant also de- 
scribed discrepancies between 
Hooper and Nielsen figures. The 


study compared Nielsen and Hoop- 
er sets-in-use figures for 21 cities 


in April, 1947, and April, 1951 
Here is what the comparison 
howed 


Nielsen had a drop of 22.4% for 
Hooper a drop of 24%; 
Nielsen showed sets 
against 34.6% 


evening, 
for daytime, 
in use down 26.4% 
for Hooper 

Mr. Dorrell said in April, 1951, 


Pulse also was reporting higher 


sets-in-use for radio than Hooper. 
On the other hand, he cited fig- 
ures which showed a high degree 
of correlation in TV sets-in-use re- 
ported by the four major research 
Hooper, 


companies Pulse, Tele- 


1) 
— 82°" in Poputation 


among Sales Managements’ 
162 Metropoliton County Areas 


+ 

t I; your newspaper campaign 
i includes the first 100 mar 
' kets according to population 
' —then over 234,000 Quad 
i Citians are among your tar- 
! gets. On the Illinois side live 
{ 537% of Quad-City popula- 
| non. And you cover Illinois 
Rock Island, Moline and 
East Moline (3 of the 4 

| 

i 

t 


when you use 


« \ 


The MOLINE Dignated 


WBNS, , 


| 


Que and Videodex. 

After making this preliminary 
analysis, the Blair agency and its 
three stations assigned Trendex 
to conduct coincidental interview- 
ing in Los Angeles, Columbus and 
New Orleans during the same 
weeks and days used by Hooper 
interviewers 


s The Trendex interviewers asked: 
“Was anyone in your home listen- 
ing to the radio just now? Was 
anyone else in your home listen- 
ing to another radio?” 

It is this phraseology which 
Blair is recommending for indus- 
try-wide acceptance in telephone 
coincidental interviewing. 

In Columbus, daytime and eve- 
ning combined  sets-in-use by 
Trendex were 22% higher than 
Hooper's; in Los Angeles, 16% 
higher, and in New Orleans, 6.1%. 

Dates for these studies were 
November-December, 1951, for 


Columbus; 


Dece 
Los Angeles, an 
ary, 1952, for New 
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ing figure, ours 
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and our evening 
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Call aed Plant Engineer. 


ise of evening 
ter than Hooper, 
re Nielsen meas- 
i not tuning, his 


figures would be 


“The substantially greater day- 
time difference is also understand- 
able and expected, again due to the 
difference between tuning and lis- 
tening. During the daytime hours 
women are known to leave the 
radio on while occupied with their 
housekeeping vocation and stop- 
ping to listen intermittently.” 


HOOPER CHARGES BLAIR 
VIOLATED COPYRIGHT 

New YorK, May 20—C. E. 
Hooper had an immediate answer 
to the criticisms raised in the John 
Blair & Co, study. 

He charged that copyright ma- 
terial had been released by Blair 
without the permission of C. E. 
Hooper Inc. and warned that such 
“copyright violation was subject to 
suit for trade libel if the conclu- 
sions drawn in the article were 
damaging to Hooper and not sup- 
portable.” 

“It is not apparent to us that our 


firm needs to revise any of its pro-| 


he said in a six-page 
“Any radio station, 


cedures,” 
statement. 
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agency, advertiser or network de- 
siring an audience measurement by 
us based on asking about ‘radio 
listening only’ (1) has been able 
to obtain it from us, (2) is still 
able to obtain it from us anywhere 
at any time. 

“That is not because we have had 
any reason to believe the ‘radio- 
TV’ question to be wrong. Both can 
be used to produce the same, the 
correct, answer, but only if inter- 
viewers are trained and supervised 
| with extreme care. The public has 
not separated radio and TV in its 
mind with the partitions and cor- 
porate walls which exist in sta- 
|tion, network and representative 
| firm offices.” 
| Packagers Meet in L. A. 

The fourth Western Packaging 
and Materials Handling Exposition 
will be held in the Los Angeles 
Shrine Convention Hall, Aug. 12- 
14. At the same time, a Packaging 
and Materials Handling Institute 
will be conducted under the aus- 
pices of the University of Southern 
California and the Los Angeles 
Chamber of Commerce. 


and you’ve sold your product 


ODAY’S 


most 


important 


industrial purchaser is the 


which can help them carry out 
their job. Here are some of their more 


man responsible for the plant 
engineering function. Many 
_ but 
the function is the same. These key 


companies use various titles 


buyers are responsible to management 
to keep the plant operating at the 


important interests 


1. Material Handling 
2. Production 

3. Power Utilization 
4. Power Distribution 


5. Plant Maintenance 


highest productive capacity ... at the 6. 
lowest unit cost. To do this they must >. 


know a lot about all kinds of products, 


Heating and Air Conditioning 
Power Supply 
Lighting 


To become an expert on all of these 
subjects would require constant read- 
ing of twenty to thirty trade papers 
a month, each specializing in one of 
of 
course it’s impossible. So how can a 


these subjects. Impossible? 


plant engineer keep up to date on all 
these important subjects? The answer 
is easy . . . In one magazine, written 
and edited exclusively for the plant 
engineer... 


“Plant Engineering” 


The magazine that helps plant engineers with their everyday problems 


The editorial material is carefully developed each month by field 


checking editors, to present timely information to help the plant engineer 
with his problems. Each editorial is brief, concise and factual, boiled 


down for quick, painless reading. This is the only plant magazine in which 


all the editorial material is of key interest to all the readers. 
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Department Store Sales... 


Buying Hits Peak in May 10 Week 


WasHINGTON, May 20—Spurred 
by Mother’s Day promotions, de- 
partment store sales hit their high- 
est point in 1952 during the week 
ended May 10. 

Dollar volume exceeded the same 
1951 week by 6% and a prelim- 
inary estimate put the sales index 
at 337 (the 1935-39 period equals 
100). 

Every district in the country 
except New York registered an in- 
crease, the highest being 27% for 
stores in the Atlanta district. 


® Most of the nation’s big cities 
still ran behind the national aver- 
age. New York, Newark, Rochester, 
Cleveland, Pittsburgh and Phila- 


delphia all had sales losses. Chi-' 


cago stores showed no gain whatso- 
ever. Boston, Minneapolis-St. Paul, 
Detroit and Washington had small 
gains. 


% Change from ‘51 


Federal Reserve Week Ended 
District and City Apr. May May 
26 3 10 
UNITED STATES ....... s;-— 6 
Boston District . x 1 3 
New Haven 1 13 3 
Boston 5 1 2 
Lowell-Lawrence 4 -5 1 
Springfield 7 -32 7 
Providence —7 3 4 
New York District -— rae —t 
Newark 7 3 5 
Buffalo ~1 7 0 
New York —7 r-9 -—32 
Rochester 8 --10 +13 
Syracuse 13 r—3 0 
Philadelphia District oH 2 
Philadelphia 4 —#8 ~1 
Cleveland District o —é 1 
Akron 4 4 5 
Cincinnati —6 —12 6 
Cleveland 2-6-4 
Columbus 16 6 15 
Toledo 3-1 2 
Erie . sane 8 5 0 
Pittsburgh . —~ -—9 —I1 
Richmond District 37 rst 3 
Washington 2 2 1 
Baltimore 18 —4 6 
Atlanta District . 6 5 27 
Birmingham 6 —2 17 
Jacksonville 7 —5 . 
Miami 4 rl 16 


Atlanta 
Augusta 


| 
i 
ow 
2s 


DEPARTMENT: STORE 


SALES IN 


1995.39 EQUAL 
rf 


Week to May 10, 
Week to May 12, 
Week to May 3, 
Week to May 5, 
Week to Apr. 26 
Week to Apr. 28 


XxX 


100 


52* p337 
318 
320 
326 
'52*..305 
'51*..293 


51* 


52*.. 


51°. 


*Not adjusted seasunally 
pPreliminary 


— 


. 


New Orleans ... 
Nashville 
Chicago District .. 
Chicago . 
Indianapolis 


Milwaukee 
St. Louis District 
Little Rock .. 


s 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 


Kansas City District 


Denver ......... 
Wichita . 
Kansas City 


ero - 
wees Saetw 


RWUONaocu 


Litt 
&anr—w 


te 


15 
17 
13 
ll 
26 

2 

3 


3 
1 
1 
0 
4} 
2 
0 


St. Joseph 22 —16 5) 
Oklahoma City —il 10 15 
Tulsa 4 9 29 
Dallas District 1 ré 22 
Dallas 7 8 7 
El Paso 7 6 
Fort Worth ~-4 3 16 
Houston 2 1 28 
San Antonio —23 7 «4 
San Francisco District 9 3 8 
Los Angeles Area . 15 6 15 
Downtown Los 
Angeles 10 4 10 
Westside Los 
Angeles 12 6 16 
Oakland 30-6 O28 
San Diego 3 5 at 
San Francisco 7 —4 3 
Portland --2 4 3) 
Salt Lake City 2 -8 1 
Seattle —2 -3 1 
Spokane 0 13 1 
r—Revised 


*Data not available 


Rabbit Breeders to Use Ads 


The American Rabbit and Cavey 
Breeders Assn. will hold its annual 
convention in Portland, Ore., Oct. 
21-25. One of the most important 
pieces of business before the meet- 
ing is expected to be the adoption 


|of an advertising budget and the 


3 appointment of an agency to place 
—2/|promotional advertising for the 


i“ 
vi 


14) 


more than 500 clubs of rabbit 
breeders in the nation who belong 
to the group. 


here are five outstanding reasons for placing PLant ENGINEERING 


on your advertising schedule 


1, Reaches 32,100 pliant engineering men . . . more plant engineers than any other 


industry trade paper. 


>. Reaches over 24,000 key plants in the United States, which are responsible for 
purchasing 76% of the Country's industrial plant equipment. 


a Reaches more plants with 100 employees or over, than any other industrial plant 


operating paper. 
4, Pin points your sales 


ge to your b 


one buying influence of plant 


equipment at the lowest cost per thousand. 
5. Guarantees editorial material in every issue of vital interest to all of its readers. 


These five statements cannot be duplicated by any other industrial 
plant magazine. Compare Pianr ENGINEERING with any ‘other plant 
operating industrial magazine on these five points. This is your assur- 
ance that when you select PLant ENGINEERING to advertise your products, 


you select the number one paper . . . 
in the purchase of industrial plant equipment. 


to reach the number one influence 


For more detailed facts... write for 
PLANT ENGINEERING’S “Comparison 
Test.” Technical Publishing Company, 
110 South Dearborn St., Chicago, Ill. 


51 


You can search 
the country 
over... 


i East, West, 
North, South . . ¢ 


... from ocean t 
ocean if you wi 


\ on you'll never 
find 


services ond, 


,» to compare 
with Pontiac's Six 
Unified Services. 


Why don't you inquire? 
You'll be pleased with 

the care and attention all 
your problems receive! 


0 


UNIFIED SERVICES 


@ ART 
@ ENGRAVING 
@ PHOTOGRAPHY 
@ ELECTROTYPING 
@ TYPOGRAPHY 
@ COLOR PROCESS 


=. 
PONTIAC 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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Mason Tells How 
Small Business 
Is ‘Hamsirung’ 


Says Freezer-Food Plans 
Should Not Be Opposed 
by Legislative Action 


CuicaGo, May 21—Lowell B. 
Mason of the Federal Trade Com- 
mission yesterdsy issued one of 
his characteristic blasts at what he 
believes is legislative hamstringing 
of business. 

Mr. Mason, the featured speaker 
at the 3lst annual meeting of the 
Red & White Corp., renewed his 
vigorous attack on fair trade price 
provisions of the Robinson-Pat- 
man Act. His topic was: “Let’s 
Give Business the Job—Not the 
Works.” 

The Republican member of the 
FTC told the grocer group that 
“kill-the chains” legislation has not 
only failed to accomplish its stated 
purpose, it has worked the op- 
posite way. The big chains, he 
said, have grown larger and the 
small grocery groups have suf- 
fered. It was another case, he said, 
of “curtailing freedom in the name 
of saving it.” 


# Mr. Mason, who is famed for 
his many hard hitting dissents, 
hammered away at a “hands off 
business” theme. He stated that 
“American business thrives on ser- 
vice” and all the retail sales pro- 
motion it can get. Government 
anti-trust actions, he added, have, 
in effect, hurt the small guy. 

Stressing the importance of free 
competition, Mr. Mason urged his 
audience to read Prof. J. K. Gal- 
braith’s new book, “American Cap- 
italism, The Concept of Counter- 
vailing Power” (AA, March 24). 

Mr. Mason used an allegory to 
describe what could happen when 
government decides there is too 
much competition in the grocery 
business. 


® In his account, a city government 
seeks to protect the small grocer 
—whom Mr. Mason called “old 
man lethargic’—by forbidding 
other retailers to use the services 
provided by a voluntary grocer 
group. As a result, competition 
soon ceases. Grocers who had been 
doing well by fighting for business 
found their profit margins getting 
smaller and smaller. “The OPS 
helped,” said Mr. Mason, “by al- 
lowing the grocer to charge more 
for items he couldn't sell anyway.” 

Then, continued Mr. Mason, the 
crowning blow came—freezer-food 
plans, With sales promotion gone, 
the food plans simply moved in 
and before long there were no 
grocers at all in this town. Con- 
sumers just got their food deliv- 
ered every day. To get into the 
plan, they had to buy a top-priced 
freezer and then that was all. They 
had no more stores where they 
could drop in to get some sugar 
and they were, of course, limited 
to the brands supplied by the food 
plans. 


s Mr. Mason contrasted this static 
situation to the town where there 
are plenty of grocers who compete 
against one another by offering 
consumers more services. 

Regarding the freezer-food plans, 
Mr. Mason suggested that the gro- 
cers’ attitude should be as fol- 
lows: “If we can't meet the legiti- 
mate claims of these good plans, 
then the consumer will be better 
off without us. If the appliance 
people want to go into the food 
business, maybe we'll go into the 
appliance business.” 

Mr. Mason questioned whether 
the food plans can survive the day- 
to-day business problems over the 
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MONDAY at S.KLEIN 


~ at 49%! 


NATIONALLY ADVERTISED -.-.... 


KLEIN SELLS THESE FAMOUS BRAND APPLIANCES 
TO 62% OFF THEIR FIXED PRICES’ 


AT 28 
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— : 
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A VOTE FOR MASON—This spread in the New York Daily News May 18 put S. Klein 
squarely behind Federal Trade Commissioner Lowell Mason for President. 


long run, but he warned that leg- 
islative action is never the way out. 


@ The FTC member, who was in- 
troduced “as a friend of business 
in Washington,” digressed from his 
main topic to say a few words 
about corruption in government. 
The corruption, he said, stemrned 
from lack of laws which are clear 


| to all the people and which are ob- 


served. The most essential need, 
he declared, “is a government of 
laws, not men.” 

However, Mr. Mason told the 
meeting that the people working 
for the government are sincere and 
honest. “Men don’t work in Wash- 
ington for money,” he stated. 

He added that there might be a 
few who are corrupt but “maybe 
the percentage outside is bigger.” 


5 


in. CINCINNATI 


County, Ohio; Kenton and Campbell 
| Kentucky — 276,700 Households final U. S. Census) — 
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St. Georges & Keyes Unveils Co-op 
Ad Plan for Independent Druggists 


(Continued from Page 1) 
co-op “shopping page” spread, fea- 
turing approximately 55 drug 
products under the general head- 
ing “Your Drug Store.” 

Drug wholesalers are expected 
to use reprints of the monthly ads 
as sales calendars. Wholesale drug 
sales force, estimated at a mini- 
mum of 1,800, will solicit orders 
for the products being featured 
monthly. Some 50,000 independent 
druggists will also receive reprints 
for window displays, tie-in mats 
and dealer aids. 


8 “This will be the first national 
advertising and merchandising 
campaign which will assure drug 
manufacturers of the active sup- 
port of independent drug whole- 
salers and their salesmen,” ac- 
cording to agency president Mau- 
bert St. Georges. “The program of- 
fers manufacturers the first mer- 
chandising package which com- 
pletes the manufacturer-whole- 
saler-retailer-consumer cycle in a 
planned drive to create sales,” he 
said. 


“The appeal to the independent 
retailer to have a plentiful stock 
of the advertised products and to 
tie in with the campaign is based 
on three factors,” Mr. St. Georges 
explained, “the past successes of 
nationwide drug promotions, the 
obvious advantage of a continuing 
monthly campaign such as ‘Your} 
Drug Store’ and the unique oppor- 
tunity offered by the advertising 
reprints for him to feature his store 
as a shopping center. The cumula- 
tive power of such nationally ad- 
vertised copy has never been avail- 
able to the independent druggist 
and at no cost to him.” 

Drug manufacturers can partici- 
pate in the plan for as little as 
$800 a month. 


McKESSON SETS 2ND 
CO-OP ‘PUCK’ DRIVE 

New York, May 23—Encour- 
aged by the “tremendous success” 
of its $600,000 cooperative Christ- 
mas gift promotion, McKesson & 
Robbins and cooperating drug ad- 
vertisers will spend about $1,000,- 
000 on a “summer vacation needs” 


— Let’s get the © 
picture ‘straight 
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project in the May 25 and June 29 
issues of Puck—The Comic Weekly 
and independent Sunday comics. In 
all, comics sections of 39 newspa- 
pers will be used. 

Designed “to channei some of the 
multi-billion dollar vacation acces- 
stories market to retail druggists,” 
the promotion wil: use six pages 
in the comics sections this Sunday 
to present 37 different products of 
32 manufacturers. Each page of 
advertising will be right-hand 
page opposite a page of comics. 

June 29 issues will carry ,the 
| second half of the promotion, Yea- 
| turing 17 products from 15 manu- 
facturers in four pages of adver- 
tising. 


picture | straight 
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® Merchandising is built around 
the appearance in about 12,000 
drug stores of “summery window 
trim” and posters featuring Puck 
characters like Jiggs and Maggie, 
Dagwood and Blondie, Snuffy 
Smith and Little Iodine. A three- 
dimensional display has been dis- 
tributed to retail drug stores by 
1,500 salesmen for McKesson and 
cooperating regional wholesalers. | 
Spacing the Puck insertions a} 
month apart, it was said, is in-} 
tended to extend the vacation sales | 
potential of the retail druggist | 
throughout the summer and af-| 
ford manufacturers two sales = 
| 


}uli when they can be most ef- 
| fective. 


2 In the Christmas gift promotion, | 
an eight-page color spread of gift 
items appeared in the Dec. 2 issue 
of Puck (19 papers) and 15 inde- 
pendent Sunday comics. McKesson 
sponsored the promotion in coop- 
eration with 35 other advertisers. 
It marked the first time that Puck 
characters were used in pushing 
sales in retail drug stores. 
According to Puck officials, the 
Christmas promotion more than 
doubled McKesson business of the 
year before, and thousands of 
druggists “reported unprecedented 
movement of Christmas gift mer- 
chandise off their shelves.” 


— Let’s get the 
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McCaslin Promoted to Deep 
Rock Oil Advertising Head 


Leigh S. McCaslin Jr. has been 
promoted to advertising and sales 
promotion manager of Deep Rock 
Oil Corp., Tulsa. 
He joined Deep 
Rock in July, 
1951, as advertis- 
ing assistant. Pri- 
or to that he was 
associated with 
an oil industry 
trade paper for 
four years as dis- 
trict editor. 

Mr. McCaslin 
is a graduate of 
Oklahoma A. and 

. College and 
during World War II served 44| 
months with the U.S. Corps of} 
Engineers, including two years in 
the Pacific theater, He was a ma- 
jor upon discharge in 1946. 


Leigh S. McCaslin Jr. 


Harry Schneiderman Takes 
Staff, Accounts with Him 


Harry Schneiderman, who 
opened offices in the Board of 
Trade Bidg., Chicago, on May 1 
(AA, May 5), has announced that 
the following staff members have 
also come over to Harry Schnei- 
derman Inc. from E. H. Brown 
Advertising Agency: Frank J. O’- 
Connell, John Morgan and Murrey 
Schneiderman, account executives, 
and John P. Kelly, art director. 
Mr. Schneiderman also said that 
Edward F. Dinan, recently director 
of sales promotion and public re- 
lations for Fashion Frocks Inc., and 
formerly v.p. in charge of sales 
for American Products Co., both 
in Cincinnati, has joined the or- 
ganization. 

In addition to bringing his staff 
(which operated as a separate unit 
within the E,. H. Brown organiza- 
tion) with him, Mr. Schneiderman 
also announced that all the ac- 
counts he served while with E. H. 
Brown—approximately 30 in num- 
ber—will now be served by Harry 
Schneiderman Inc. 
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Englander Sets 


June Newspaper 
Test Campaign 


Cuicaco, May 21—Englander Co 
; on June 8 will run one-time full- 
color pages in Parade, This Week 
Magazine and 16 additional Sun- 
, day newspapers 
* This advertising is part of a test 
to help the company determine 
whether color weekend newspape! 
copy and a “dealer level approach’ 
are more effective than national 
magazine advertising, according to 
ad director Richard W. Girvin 
Englander, which previously had 
f concentrated its efforts in mag- 
hs azines (plus some radio and TV), 
is pleased by what it terms an “ex- 
cellent response” from the papers 
involved in the June test 


A, 


; 


> 
COLOMBIAN VISITOR—A. W. Duncan-Barker (center) of Medellin, Colombia, who 
represents a number of American manufacturers in South America, was recently 
@ guest of McGraw-Hill International in New York. Shown with him (left to right) 
are Frank Kurka, New York district manager; George Browne, editor of Ingenieria 
internacional industria; K. P. Bliss, v.p. and sales manager, and (seated) John 
Chapman, president, all of the McGraw-Hill International staff. 


@ Although many bedding manu- 
facturers long have had a coopera- 
tive advertising program, Eng- 
lander has attempted to steer clear 
_ of such a plan. Instead, it has 
placed its emphasis—in national line a dealer wishes to feature. months for the bedding industry. 
ads—on quality of product. And The current newspaper test is | August and September usually 
it has offered dealers an unusually designed to secure maximum deal- are the biggest volume months for 


wide variety of promotional ma- er tie-in advertising support as bedding. Englander, of course, will 
terials, including a comprehensive well as to boost sales in June, have ancther promotion ready to 
mat service geared to any price usually one of the less active go during this period. The final 


however, un- 
influenced by 


decision on details, 
doubtedly will be 
the results of the current test, 
which precedes the annual sum- 
mer furniture market 


‘ é a ee marist ? ® Copy approach during the past 

year accented the advantages of 

a the Goodyear Airfoam cushions in 

pic ure s raic the top Englander line of sleep 

equipment. This year, ad copy will 

Z edie: place the emphasis on the com- 

oe ‘ i pany’s Red-Line foundation and 

its importance to body support and 
comfort. 

In addition to the supplement 
and r.o.p. ads in the 81 newspapers, 
many of which are located in the 
45 markets where Englander main- 
tains warehouses, dealers will have 
a selection of window display ma- 
terials, easel cards and an easel 
customer book, a number of mat 
books, reprints and similar ma- 
terials. 

A store mailer is being distrib- 
uted to the company’s salesmen 
who will work out in-store dis- 
plays and tie-in promotions with 
dealers, both in large markets and 
surrounding areas 
Leo Burnett Co. is the agency. 


Fairfield Retires; Company 
Names Two Sales Executives 


Alfred J. Fairfield has retired 
as sales manager of the Cora- 
opolis, Pa., plant and Detroit sales 
manager of Russell, Burdsall & 
Ward Bolt and Nut Co., Port Ches- 
ter, N. Y., after 42 years of serv- 
ice. 

At the same time, the company 
has made two sales executive ap- 
pointments. Richard D. Baker, 
tormerly v.p. in charge of sales 
for Pittsburgh Screw & Bolt Corp.'s 
western division, Gary Screw & 
Bolt, has been named resident v.p. 
Thomas Toby, previously assistant 


burgh Screw & Bolt Corp.’s home 
office, has been appointed assistant 
manager of sales 


ABC Hits Loss Column 
American Broadcasting Co., New 
York, reported an estimated loss 
of $198,000 for the first three 
months of 1952 after a reduction 
of $222,000 for recovery of federal 
income taxes under the carry- 
back provisions of the Internal 
Revenue Code. ABC's net income 
for the first three months of 1951 
was $222,000. The company said 
it was operating on a profit basis 
in March, 1952, after two losing 
months. 


Nurre Promotes Bell 

Nurre Companies Inc., Bloom- 
ington, Ind., maker of decorative 
framed and venetian windows, 
has promoted Henry Bell, with 
the company since 1935, to general 
sales manager of the consumer 
mirror division. 


general manager of sales at Pitts-| 


GMAC Warns Auto 
Buyers to Beware 
of Too-Easy Terms 


(Picture on Page 66) 

Detroit, May 20—Admittedly 
alarmed over the increasing num- 
| ber of “no money down” signs and 
| advertisements appearing in the 
|used car industry, and the low 
|down payments offered by some 
new car dealers, General Motors 
| Acceptance Corp. used page ads 
| Sunday to appeal to car buyers to 
|shun such pitfalls. 
| On Friday, May 16, GMAC, the 
| financing agency for General Mo- 
|tors Corp., wired for and secured 
| space in 70 newspapers in 57 large 
| cities. Copy for the ads was wired 
| immediately. 
| The ad was addressed to every- 
one who buys a car “on time.” It 
warned buyers to beware of buy- 
ing cars with little or nothing 
down and over a period of three 
to four years to pay. 


@ “These are not ‘easy terms’ at 
all," GMAC warned. “They are, 
in fact, very hard terms indeed. 
“Look at it this way. It costs 
money to borrow money. The more 
you borrow, and the longer you 
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keep it, the more it costs you. 

“The cheapest way to buy a car 
is to pay cash outright. That way 
you have no finance charges at 
all.” 

The ad was unique in that it 
definitely discouraged buying cars 
on longer time payments than ab- 
solutely necessary, and GMAC is 
in just such a business of financing 
time payments. 

The ad was written and handled 
through Campbell-Ewald Co. 

GMAC handles the financing of 
all General Motors products, in- 
cluding Chevrolet, Pontiac, Olds- 
mobile, Buick and Cadillac pas- 
senger Cars. 

Ford Motor Co. and Chrysler 
Corp. said they had not given 
thought to “advising” either their 
customers or dealers on credit 
policies. 


Two Join General Foods PR 


Betty Roland Herrick, formerly 
with Ellington & Co., and Edalene 
Stohr, previously with Harvey & 
Howe, have joined General Foods 
Corp., New York, as product pub- 
licists. 


Stout Gets Clayton's Inc. 

C. R. Stout Advertising, Detroit, 
has been appointed to handle the 
store promotion of Clayton's Inc., 
Detroit. 
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West Coast Brewer's Election Promotion 
Outshines National Nominating Excitement 


Los ANGELES, May 20—For most 
people the excitement of the big 
elections is still to come, but in 
Southern California the citizenry 
has already “had it.” 

Last Tuesday, with all the regal 
pomp of a coronation, Lou Thesz 
was crowned “King 102,” Amer- 
ica’s Perfect Wrestler, between 
telecasts of the wrestling bouts on 
KTTV. 

He had won the title by garner- 
ing 408,643 votes among the huge 
total of 2,852,842 ballots cast in 
Southern California from Kern 
County on the north to the Mexi- 
can Border on the south. 


s The “election” was a promotion 
of Maier Brewing Co. for its Brew 
102. Few election campaigns have 
used as much paid radio and tele- 
vision time and newspaper pub- 
licity space. It was staged during | 
the period of Feb. 11 to March 18. 

During that time, the public was | 


exhorted to help a nomination 
board of radio, television and| 
sports columnists make up the} 


slate of candidates. Merits of the) 
candidates were debated by the} 
board on Maier’s two programs on 
KTTV: 2% hours of wrestling 
every Monday night, and two hours 
of a feature movie every Wednes- 
day night. 

About one of every three of 
Maier’s 45 radio spots weekly on 
KNX and KMPC plugged the pro- 
motion. 


| 
| 


@ Candidates chosen were voted} 
upon March 18 to April 25. During | 
that month, radio and television 
promotion was supplemented with 
stories in TV-Radio Life, and 500 
7-sheet posters in the area, which | 
urged people to “Vote for King} 
102.” | 
To vote, the public had to cast | 
its ballots in boxes which were a| 
part of displays for Brew 102.| 
Other point of sale material in- | 
cluded window streamers, bottle | 
riders and danglers. A total of 10,-| 
375 ballot box units were actually 
placed. One week after the contest 
started, retailer acceptance of the 
display unit was over 95%. Almost | 
total saturation was reached soon 
after this date. 


® The original ballot printing or-| 
der was 1,200,000. Maier estimated | 
that 10,000 ballot boxes would re- | 
quire 100 ballots each, leaving 200,- 
000 for replacements. A second 
1,200,000 had to be ordered the first | 
day after the polls were opened. A 
third order of the same quantity 
was needed later. Interest was such 
that many requests for ballot boxes 
were received from filling stations 
One dealer at least, a grocery, 
used newspaper space to say “To 
vote for ‘King 102’ come to....” 

The twelve wrestlers on the bal- 
lot appeared on Maier’s television 
programs to make electioneering 
speeches. Many of them made the 
rounds of civic and community 
group dinners and lunches to urge 
people to vote for them. The crown 
and scepter presented to the “king” 
were exhibited at five jewelry 
stores scattered around the Los 
Angeles area. 


@ Assaying the results of the pro- 
motion, John I. Edwards & As- 
sociates, the agency for the brew- 
ery, chalked up its success to three 
significant elements: 

1. The teaming of printed ads 
with television, instructing the 
public on how to vote, and point 
of sale, providing the physical lo- 
cation for the public to follow their 
television instructions. 

2. The gathering of demonstrable 
evidence, in the form of ballots, 
that people see and act upon point 
of sale. 

3. The integration of the promo- 
tion with televised wrestling 
Choosing a king from among 
wrestlers was logical, an agency, 


official said, because Maier has 
been sponsoring wrestling telecasts 
for two years. A comparable pro- 
motion to select a “queen” just 
wouldn't have had the impact, it 
is believed. 


KRMG Promotes Two 


Robert B. Jones, station mana- 
ger since 1949, has been promoted 
to v.p. and general manager of 
KRMG, Tulsa. He succeeds C. B. 
Akers, who has resigned to join 
WEEK, Peoria. Frank S. Lane, 
commercial manager, has been ad- 
vanced to succeed Mr. Jones. 


WOOD Appoints Johnson 


Charles F. Johnson, recently re- 


{turned from 18 months of active 


duty with the Marine Corps, has 
joined the sales staff of WOOD 
and WOOD-TV, Grand Rapids. 
Before his tour of duty with the 
Marines, Mr. Johnson was on the 
sales staff of WHEB, Portsmouth, 
N. H 


‘Space Patrol’ Switches Days; 
Ralston Expands Sponsorship 
Beginning June 14, “Space 
Patrol,” American Broadcasting 
Co.’s live television show origina- 
ating in Hollywood, will be telecast 
Saturdays, 10-10:30 am. CDT, 
instead of Sundays, 5-5:30 p.m., 
DT 


Ralston Purina Co., which spon- 
sors the show on alternate weeks 
at present (the show has no other 
sponsor), will expand its sponsor- 
ship to a weekly basis on Sept. 6. 
Gardner Advertising, St. Louis, 
is Ralston’s agency. 


Farrar Promoted to S. M. 


John K. Farrar has been pro- 
moted to sales manager of the 
Mor-Sun furnace division of Mor- 
rison Steel Products Inc., Buffalo. 
He has been acting sales manager 
of the division. 


NARTB Appoints Bronson 

Edward H. Bronson, formerly 
station director for WBNS-TV, 
Columbus, has been appointed di- 
rector of television code affairs | 
for the National Assn. of Radio and 
Television Broadcasters. 


Denver Equipment to Bonsib 

Bill Bonsib Advertising, Denver, 
has been appointed to handle trade 
publication advertising for Deriver 
Equipment Co., maker of mineral 
recovery equipment. The company 
has scheduled $35,000 of space in 
13 trade magazines. 


Sunset Inc. Switches Agencies 

Sunset Inc., Chicago, has ap- 
pointed H. M. Gross Co., Chicago, 
to handle advertising for its Kar- 
lof vodka, Sunset cordials and 
other liquors. The account pre- 
viously was directed by Al Paul 
Lefton Co., Chicago. 


INDUSTRY 


: Drug & Cosmetic . 


Covers an industry that is 
making its own brilliant 
future through research 


4 
Ee Also Publishers of Beauty Fashion 


== 


} 


Big, bustling Baltimore is a booming industrial 
center of many different industries. The huge 
Point Breeze plant of the Western Electric 
Company is located here. Western Electric is 
the manufacturing and supply unit of the Bell 
System. It is the world’s largest producer of 
telephone toll cable and all of the covered wire 
and cords used in the vast Bell System. This 
great communications manufacturing plant helps 
make Baltimore bigger . . . more prosperous. 


jim Ruby is a stranding machine operator at 
the Western Electric plant. He is helping to 
make Baltimore richer and bigger. Jim is one 
of 3,700 Point Breeze employees. He's a part 
ot a $17,000,000 payroll, (that’s more than 
quadruple the 1940 payroll of $4,000,000 to 
2,000 workers), and Western Electric's big 
operation contributes only a portion to bigger, 
richer Baltimore's new spending power. 


Baltimore's excellently diversified, steadily active 
industry makes the Nation's 6th Largest City 
bigger and richer than ever. Sell Baltimore . . . 
advertise to the largest evening and Sunday 
circulation of The Baltimore News-Post and 


American. 


Jim Ruby 


Baltimore 


Western Electric 


Bigger, Richer 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 
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COMPANION LEADS FIELD IN TOILETRIES LINAGE 


if Harry Parnas, Media Director of Cecil & Presbrey gets some lovely facts 


COMPANION representative Dick Ballinger presents quite The COMPANION is far and away the leader in editorial 
a proposition. He hastens to add that COMPANION readers linage on beauty, as witness: * 


we must be beautiful, because they get more beauty and ape ane i 
op grooming help from the COMPANION than from any other a - eg nee ge pean magne 
women’s service magazine! we ee + kone he26 see pig 

Which, of course, explains why the COMPANION was the - hated achdadedettaatiaiate see se a 

only magazine in its field to show a gain in toiletries and OE + +2 56:95 See — 

* Lloyd Hall 


toilet goods advertising linage in 1951. 


: «(<0 MPANION 


CURRENT CIRCULATION: MORE THAN 4,300,000 


THE CROWELL-COLLIER PUBLISHING COMPANY—PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN’S HOME COMPANION 
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Feature Section 


dvertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


Good, Colorful Direct Mail Proves to Be 
Powerful Traffic Builder for Retailers 


When Albert E. Sloan opened the di- 
rect mail promotion organization bearing 
his name in Chicago back in 1947, he had 
some very definite ideas on how to make 
direct mail pay dividends. 

His long experience in selling printing 
had convinced him that: 

1. You can’t fool consumers. 

2. For a “special” to be successful, the 
value must be outstanding. 

3. If the value is outstanding, the fem- 
inine customer can be sold by giving her 
a gift and offering her a free trial of the 
merchandise. 

4. Further, when the value is outstand- 
ing, the merchandise won't come back. 


s 5. Direct mail can do an important part 
of the promotion job, but it must be good 
direct mail, preferably colorful and of 
unmistakably high quality. 

6. For best results, a promotion should 
be merchandised in a retail store as a ma- 
jor project. All employes must be made 
to feel a vital part of an important cam- 
paign. 

These are hardly revolutionary ideas, 
Mr. Sloan concedes. But he had found 
that marketers in many cases were ig- 
noring the obvious axioms. In particular, 
he found that there seemed to be an un- 
usually widespread desire to cut the costs 
on printed promotional material—the 
very things that were essential to ac- 
complish the vital traffic building job. 


@iIn short, Mr. Sloan decided that a 
vacuum existed which ought to be filled. 
And he filled it. During the past five 
years, for example, retailers have sold 
more than $18,000,000 in quality merchan- 
dise exclusively through the promotion 
campaigns planned and prepared by Sloan 
and its agency, Herbert Baker Advertis- 
ing, Chicago. 

Mr. Sloan estimates that retailers have 
reopened more than 1,000,000 charge ac- 
counts that had been dormant for periods 
up to five to eight years, as a direct re- 
sult of Sloan promotion material. 

And while the rate of returns varies 
with the promotion (some have exceeded 
8%), the average return during the five- 
year history of the company has been 
about 1.8%. Today, even with the de- 
pressed demand for consumer goods, Sloan 
promotions are perking along at an av- 
erage clip of 1.6% returns. 


s The other payoff statistic is the fact 
that an average of only one customer in 
1,000 keeps the gift and returns the mer- 
chandise. 

The Sloan organization has turned out 
material for more than 2,000 retail cli- 
ents—and Spiegel and Aldens, the two 
Chicago mail order houses, as well as for 
national advertisers. In an average month, 
more than 4,000,000 mailing pieces will be 
shipped to retailers. 

The wheels of the Sloan organization 
begin to turn when contact is made with 
a manufacturer. Sloan, the Baker agency 
and representatives of the manufacturer 
sit down to select the merchandise to be 


Albert E. Sloan 


promoted (often it is an item not reg- 
ularly stocked by retailers). 


s The price of the item and the nature of 
the gift which will be given to customers 
also are decided at the meeting. 

After the basic plans are worked out, 
they are presented to a number of retail 
organizations (Sloan does a great deal of 
its work for credit jewelry and furniture 
stores). If the retail “jury” approves, the 
Baker agency begins work on the direct 
mail and promotion pieces. 

The material begins to roll off the 
press when retail orders for individual 
pieces hit the 1,000,000 mark. Retailers are 
encouraged to place orders for test quan- 
tities before ordering pieces for the entire 
list. Even so, however, the 1,000,000 figure 
usually is reached quickly. 


s Usually, before a campaign is over, 
from 4,000,006 to 6,000,000 pieces are 
shipped to retailers for mailing to their 
regular charge account or customer lists. 
Individual retailers may use anywhere 
from 5,000 to 1,100,000 separate pieces for 
a given promotion. 

Sloan places great emphasis on the 
quality of its color, artwork and design. 
Mr. Sloan is convinced that “quality prod- 
uct, quality presentation” is an unbeat- 
able formula—and the figures to date in- 
dicate he has an impressive argument. 

The mailing pieces, however, are only 
one facet of the promotion. The exper- 
ience of a midwestern jeweler illustrates 
how Sloan’s “package” promotions work. 

The jeweler scheduled a Sloan Benrus 
Loyalty Parade for February and March 
—usually considered the slowest months 
for watches. 


® While the direct mail literature was be- 
ing sent out, the Benrus Loyalty Parade 
personalized cards were printed for each 
employe. The cards, advertising the pro- 
motion, were handed to their friends. 


Creative Man Cites a Pair 


Testing Needs a Boost: Woolf 


Many persons ‘came in out of curiosity 
and presented the cards to a salesman. 
Sales made because of the cards were 
credited directly to the employes whose 
names appeared on the cards. 

Door prize cards were given to every 
customer coming into the store—includ- 
ing those who came to make payments. 
These cards suggested that the customers 
ask salesmen about BLP (Benrus Loyalty 
Parade). 


® BLP banners and BLP counter cards 
merchandised the free gift. In addition, 
a BLP prize punch board, score boards 
and the other ingredients of the Sloan 
package formula kept employe interest 
high and gave the store an atmosphere 


Some New Production Helps 


Works Manager Is King 


of “something going on.” 

Newspaper mats, radio and TV com- 
mercials also have a part in the over-all 
promotion. Where indicated, sales con- 
tests, training programs, vacations with 
pay, lapel buttons and other items also 
are included. 

Not all retailers will put intensive ef- 
fort behind a complete package promo- 
tion, of course. But Sloan is convinced 
that more of them will do so when their 
own money is paying for the traffic build- 
ing direct mail program. They realize the 
value of such a program when the cash 
register rings. And the manufacturer 
benefits by the impact of what is, vir- 
tually, a series of well-executed local 
campaigns. 


Mail Order and Direct Mail Clinic... 


i 


Simple Words Are Mail Order Stoppers’ 


By Waitt NortHore SCHULTZ 
What are the five most powerful words 
you can use in your mail order copy? 
Hundreds of tests prove they are: FREE, 
AMAZING, NEW, NOW, and HOW. 


These simple words have been d 
thousands of times. But they still k 
a wallop. You should sprinkle them into 
your mail order ads and your direct mipil 
promotions. 

(Continued on Page 58) 


nearly (a) increased 50% 
about even. 


The Market Research Question Box 


Here is the third set of questions for admen, prepared by E. L. 
Deckinger, director of research, The Biow Co., New York. Try 
your hand at them, and then check the answers on Page 59. 


21. The ratio of magazine revenue from sale of advertising to that from 


sale of the magazine itself averages about (a) 10 to 1 ; (b) 5 to 
1 ; (c) ltol _; (d) 1 to5 ; (e) none of these 

22. The proportion of magazine space which is editorial matter averages 
(a) 80%_____; (b) 65% 3 (c) 50% ; (ad) 30% ; (e) none 
of these... 

23. From 1910 through 1950, U. S. population increased 64%—from 91,- 


972,000 to 150,697,000. During this time, the farm population, most 
; (b) increased 25% 

; (d) decreased 25%; (e) none of these : 
24. The nation’s total advertising bill in 1951 added up to (a) “4%; 


;-(c) stayed 


(b) 2%; (c) 4% ; (d) 6% billion dollars; (e) none 
of these 

25. Total number of persons employed in the U.S. (as of November, 1951) 
was most nearly (a) 47 ; (b) 54 ; (ec) 61. ; (d) 68 . 
million; (e) none of these F 

26. Total U. S. retail food trade bill in 1951 was about (a) 9 ; (b) 
et GE) : a) oe billions of dollars; (e) none of 
re 

27. The total A&P Tea Co. domestic food store sales in 1951 were most 
nearly (a) $200 million ; (b) $500 million ; (c) $1% bil- 
lion; (d) $3 billion ; (e) none of these : 

28. As of Jan. 1, 1952, the number of AM and FM radio stations in op- 
eration totaled most nearly (a) 1; (b) 2 ; (c) 3 > (d) 
+ thousand; (e) none of these 

29. Which of the following statements, regarding magazine advertising 
billing in 1951, is untrue: (a) Life led all magazines ; (b) This 
Week Magazine led The American Weekly ; (c) Look led Better 
Homes & Gardens ; (d) Woman’s Home Companion led McCall's 
_._.} (e) none of these , 

30. Every year, death claims about (a) %*%% s (6) 1%.......3 (4) 


2%; (d) 4%____of our population; (e) none of these 


Answers to Questions on Page 59 
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The word “FREE” is mail order’s No 
1 attention getter. It's been abused so be 
careful when you use it. Make certain that 
what you're offering is completely free 
with absolutely no strings attached. The 
Federal Trade Commission sleuths are 
especially alert to the word FREE. Too 
many advertisers have used it as a come- 
on—“A bread knife FREE if you send 
us 12 wrappers and your name and ad- 
dress.” 

“AMAZING” has a startiing impact In 
a headline. It grabs reader attention. 
and once you've got that, you're on the 
road to a sale 

“AMAZING NEW POCKET RADIO 
FOR YOU READY FOR IMMEDIATE 
DELIVERY.” is the way one mail order 
firm started off its promotion and sales 
were excellent 
Everyone is interested in something 


Salesense in Advertising... 


that’s new. The word “NEW” in a head- 
line will create added interest. “See NEW 
Buicks Today!” 

“NOW” is another power-packed word. 
It has news value and generates im- 
mediate interest. “NOW YOU CAN OWN 
YOUR OWN BUSINESS!” has proved to 
be a successful headline, for it stops the 
reader's roving eye 

“HOW” has always been a powerful 
word in mail order. Nearly everyone 
wants to know HOW to do something. 
“HOW TO MAKE MORE MONEY IN 
BUSINESS” is a headline that will win 
the attention of nearly every business 
man. 

The first words in headlines are all-im- 
portant. FREE, AMAZING, NEW, NOW 
and HOW are proved sales pullers and 
can be used successfully on almost any 
type of promotion. 


Testing of Copy Appeals and Techniques 


Is Still in Its Infancy 


3y James D. Woo.r 
A former JWT colleague of mine, the 
ate Ewing Webb, a brilliant copy chief, 
bnce wrote and published a book en- 
eal “Strategy in Handling People.” The 
xk was a success. My recollection is 
at some 40,000 copies 
vere sold, a handsome 
gure for any book, 


ction or non-fiction. 
Ewing did not decide 
1 that title overnight 
fter writing at least 
hundred titles, he 
rrowed them down 
six of what he con- 
jered the most prom- 
ng. He then wrote a 
rect mail circular 
d had his printer 
mn it off in six differ- 
t lots of 3,000 each. The six runs were 
ntical except for the title of the book 
en the direct mail sales were totted 


James D. Woolf 


“Strategy in Handling People” did 
rkedly better than the other five titles 

at figured in the test 

Yet Ewing, because of circumstances 
over which advertising agencies have lit- 
tle or no control, wrote millions of dol- 
lars’ worth of national advertising with- 
out a nickel’s worth of testing. 


, 


@ Adequate pre-testing of national ad- 
vertising is largely a myth. Of the $511,- 
200,000 worth of national magazine ad- 
vertising that appeared in 1951 I doubt 
whether 5% was thoroughly and con- 
clusively pretested. The fault is no- 
body's in particular. Testing of copy ap- 
peals and techniques of presentation 
adequate, conclusive testing—is an ex- 
ceedingly difficult operation. Perhaps the 
most important consideration is the time 
element, and oftener than not, for urgent 
business reasons, time is of the essence 
A new product may be a seasonal one, 
for exampie, and a thorough test of the 
copy appeal in the fall of 1952 would 
mean that the advertiser would have to 
delay shooting the works until the fall 
of 1953. Or the challenging campaign of 
a competitor may demand an immediate 
counter-attack. Or an advertiser may see 
an opportunity to cash in, if he acts 
quickly, on a new style trend or “craze” 
that is sweeping the country. Another dif- 
ficulty is the fact that, despite all the 
writing and talking on the subject we 
admen have indulged in, testing as a re- 
liable scientific procedure is still in its 
infancy. 

I am sure that none of my readers 
underrate the importance of copy test- 


ing. Its possibilities have always intrigued 
me, but only during the last three or four 
years have I seen at first hand what a 
tremendous difference it can make. 


@ It has been my good fortune to have 
been called in, as a copy consultant, to 
help out on 10 or 12 direct mail opera- 
tions. In each of these situations I have 
advised continuous testing, somewhat 
after the manner of the Ewing Webb pro- 
cedure, and sometimes the results have 
been astonishing. In some instances copy 
appeals that I thought would be the win- 
ners turned out to be the losers, and vice 
versa. In the case of one direct mail ad- 
vertiser 20 different ideas were tested, 
and of the lot four hit pay dirt most sat- 
isfactorily. Some of the remaining 16 
were complete failures. 

It’s too bad we can't do the same thing 
with national advertising. Think of how 
its sales potency would be multiplied if 
it were possible to pre-test copy appeals 
as effectively as Ewing Webb tested titles 
for his book! I realize, of course, that 
Ewing’s test in a sense fell short, as all 
tests will forever fall short, because only 
six titles were tried out. It is entirely 
possible that a seventh title would have 
done better than the winner. But, despite 
its unavoidable incompleteness, Webb's 
tests were certainly a long step in the 
right direction. 


® I confess that I have very few construc- 
tive ideas on how advertisers and their 
agencies can do a better job of testing. 
But I do have some notions concerning 
several testing techniques that I think 
are of doubtful value. 

One is the “Consumer Quiz” technique. 
It is described in a certain volume on 
psychology by a Ph. D. in a well-known 
university. A list of 35 motives is pre- 
sented to a clinical body of 100 persons, 
men and women, to weigh the importance 
and persuasiveness of these motives as 
stimuli to buying action from the view- 
point of the personal life of each of the 
guinea pigs in the group. (A rather in- 
volved sentence, but that’s the way the 
professor wrote it.) “With reference to 
each motive,” instructs the good doctor, 
“how impelling is it in determining your 
own everyday purchases?” 

It has been my experience that this 
sort of pre-testing procedure has very 
little validity. I can think of several rea- 
sons for its unreliability. To name just 
one, a source of error that steals in is 
this: The guinea pig’s idea of what mo- 
tives are worthy and admirable is liable 
to dictate his choice rather than their 
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package.” 


non-smoker. 


even if it is free? 
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Just two items of passing interest this week. 

It is unfortunate that the Pall Mall ad exhibited herewith could not be 
reproduced in two colors—red and black—as it actually appeared. For, if it 
could be, you might have the same amused reaction The Corner had when 
he finally reached the base of the ad, where a number of people sit in a club 
car under the caption, ““‘Wherever you go, notice how many people have 
changed to PALL MALL—the longer, finer cigaret in the distinguished red 


The statement will strike home with a good many readers, because it is 
surprising how many smokers are guarding themselves against throat- 
scratch with Pall Malls. However, in the club car illustrated, practically ev- 
eryone is holding a bright red package of Pall Malls—and it appears as if 
a boy dispensing free sample packages had just passed through the car, or as 
if the car had just passed through a truck loaded with Pall Malls. Somebody 
in the car must be a Camel smoker, a Chesterfield smoker, or just a plain 


Other item is the sub-caption on the Nescafe ad, which reads, “The jar is 
FREE if you don’t agree it’s the best coffee you ever drank, instant or ground.” 
The Corner has made no survey, but he feels satisfied most Nescafe users have 
assumed the jar in which they bought their Nescafe came along practically 
free anyway. And, if they haven’t, who wants an instant coffee jar anyway, 


Neither of these elements keeps these ads from being effective presenta- 
tions of the product, but they do indicate that you can’t be too critical at 
any time, or something is bound to slip by. 


The Creative Man’s Corner... 
| 
Effective, Anyway 
a 
Drink 
NESCAFE Instant Coffee 
fhe es en eee yu don age 
— ever drank. instant or ground ‘ 
} 
' 
} 
\ 
; 
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actual potency in the marketplace. In 
other words, he votes for the motives 
that flatter his ego, even as you and I. 


# Another questionable procedure, re- 
lated somewhat to the Ph. D.’s method, 
is that of submitting three or four sample 
advertisements to a jury of a hundred or 
more persons and asking them to vote on 
which they like best, which second best, 
and so on. I admit, with shame, to hav- 
ing resorted to this technique in mo- 
ments of puzzlement, but I cannot recall 
ever having learned anything on which 
I cared to pin my faith 

Still another doubtful measurement 
procedure is the readership study. While 
this is a post-testing rather than a pre- 
testing device, its findings affect the 
thinking of a great many copy people. I 
have never been able to determine, when 
an advertisement of mine happens to 
earn a high readership rating, whether 
I have produced a selling idea of genu- 
ine merit, or whether I have hit on an 
eye-catching manner of presentation. 
Manner, provided it is relevant and perti- 
nent to the product, is an important con- 
sideration, of course, but it is matter that 
gives the ad sales impact on the consum- 
ing public. 


8 The split run is a testing device that is 
sometimes useful. But sometimes the re- 
sults can be misleading. I have found this 
out in direct mail testing. In one instance 
I prepared two letters, each of which was 
sent to comparable lists of 15,000 names. 


One letter was based on a highly emo- 
tional appeal, the other on a matter-of- 
fact “intellectual” approach. A_ booklet, 
identical in both instances, was offered. 
The emotional letter produced a return 
of 4%, the other a return of 1%. This 
looked like a clear case for the emotional 
appeal—until calls were made on the re- 
spondents by the company’s salesmen. The 
4% group turned out to be a dry hole, 
whereas the 1% group was a gusher. I 
think it is entirely conceivable that a 
split run in a magazine might be a fooler 
in the same way. The test ad that pro- 
duced the most coupons might, in the 
end, produce the fewest sales. It isn’t 
too difficult to frame an ad that will pro- 
duce a rash of coupon returns, except for 
the risk that, as leads to sales, they won't 
have much value. 


® Actual sales tests in stores are some- 
times helpful. I once participated in such 
a test in Chicago for a breakfast cereal. 
Forty stores, all units in the same chain, 
were divided up into groups of ten stores 
each, and small island displays of the 
product were set up in all 40 stores. Each 
of the four groups had its own individual 
“campaign” of display cards, streamers, 
et». Thus in one group of ten stores all 
gf the copy emphasis was on flavor; in 
the second group the appeal highlighted 
good nutrition and health; in the third 
the copy idea centered on quick cooking; 
and in the fourth the theme combined all 
three approaches. The results of the test, 
which extended over a period of two 
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months, were extremely interesting and 
enlightening. While I do not believe this 
test was 100% “scientific” and foolproof, 
it did provide us with some reasonably 
reliable information of immense value. 

I have already confessed that I have no 
constructive program to suggest. My only 
purpose in writing this piece is to suggest 
the importance of the problem and the 
importance of continuously applying our 
wits to it. Much work has already been 
done, I know, but I feel that we have 
hardly scratched the surface. I can think 
of nothing in our business that is of great- 


Tips for the Production Man... 


er consequence, and by the same token I 
can think of nothing that presents great- 
er difficulties. 

As I have already stated, in many ur- 
gent circumstances the “show must go 
on.” There is no time for testing, an ir- 
ritatingly slow and vastly tedious pro- 
cess at best. In these situations I believe 
that a series of tests could be carried on 
continuously, as an extracurricular ac- 
tivity, entirely apart from the regular 
campaign. I know that more than a few 
advertisers are wisely doing this very 
thing. 


These May Be News to You 


By KennetuH B. BUTLER 

PantocraPH Tints—Stock tints or pri- 
vate background tint designs for offset 
lithography, any size sheet. A wealth of 
designs and patterns to be used as back- 
ground tint blocks for checks, envelope 
linings, etc. Eugene Olson, 133 Laurel 
St., Hartford 6, Conn. 

Orrset CLippinG Service—lIllustrations 
and artwork, for both one and two-color 
reproduction by offset. For use where an 
art department is lacking. Wide range of 
subjects, helpful in giving an artistic 
appearance to folders, booklets, envelope 
stuffers, mailing pieces. Multi-Ad Serv- 
ice, Peoria, Ill. 

FLUOROGRAPHIC ENGRAVINGS—A new en- 
graving process which provides drop-out 
highlights and shaded areas, with an im- 
portant saving in cost. Printing Arts Re- 
search Laboratories Inc., La Arcada Bldg., 
Santa Barbara, Cal. 

HALFTONE SCREEN FiInNpER—Eliminates 
guessing as to proper halftone screen for 
various grades of paper, useful for making 
a new plate to match the screen of an old 
one. Printed on laminated vinylite. Shows 
commonly used screens. Commercial En- 
graving Publishing Co., 34 N. Ritter Ave., 
Indianapolis, Ind. 

MULTIPLE Prints—Black and _ white 
prints in quantities, produced on new 
high-speed continuous automatic ma- 
chines. Contact prints and enlargements. 
Speedily produced. Pavelle Laboratories 
Inc., 16 E. 42nd St., New York 17, N. Y. 

MASTER SCREEN CHART—Provides a defi- 
nite means for determining and specify- 
ing the tone of screen desired when or- 
dering reverse type of solid type printing 
over color tone; whether type is screened 
against white or against a solid back- 


Employe Communications... 


% ¢ mane 


SCREEN CHART—A simple, completely visual 
chart showing legibility of reverse plate 
(black and color) in complete range of 
halftone screens and percentage tones, 
as well as solids. Produced by Hughes 
Engraving Co., Grand Rapids. 


ground. Definite visual determination of 
readability with screens varying from 
65 to 133, and tones varying from 10% 
up to 90%. Complete range of examples 
shown in black as well as in colors. 
Hughes Engraving Co., 21 Ottawa Ave., 
N.W., Grand Rapids, Mich. 

More For Your Printing DoLLar— 
Beautifully printed and illustrated bro- 
chure treating the subjects of relations 
with printers, printing planning, format, 
copy, layout and art, photography, compo- 
sition, plates, press work, binding, and 
paper. Kimberly-Clark Corp., Neenah, 
Wis. 


The Works Manager Is King 


By Rospert NEwcomsB and Marc SAMMONS 

In the best-regulated industrial em- 
pires, it might be supposed that the com- 
pany president, high in his administra- 
tive tower, is the monarch of all he sur- 
veys. From a cold dollars-and-cents view- 
point, this may be true. From the view- 
point of an hourly-paid worker at one 
of the plants, it’s a dream. To the latter, 
the first man in the king row is the works 
manager, his local boss. The president of 
the company is someone the rank-and-file 
employe never sees, rarely hears of, and 
knows little about. 

When the local plant employe wants to 
hear something official about the com- 
pany, he wants to hear it from the local 


chief. He may read and accept something 
a remote board chairman may have to 
say, but he wants it spelled out by the 
local works manager. The board chair- 
man may invite the individual worker to 
contribute his full efforts to increased 
production, but it is the works manager 
who can tell him how and why. 


® Employes at the, Hammond (Ind.) 
Works of American Steel Foundries are 
accustomed to localized straight talk in the 
punchy newsletters of E. L. Krejci, works 
manager. When the plant’s profit per- 
formance proved to be disappointing over 
a period of time, general headquarters 
doubtless made its regrets known to the 


Answers to Questions on Page 57 


21. ‘e). It’s about a Mexican standoff. Publication revenue from 567 magazines, according 
to the Magazine Advertising Bureau, was $527,800,000 in the year 1950. Advertising rev- 
enue from 100 of these 567 and representing the very great bulk of the advertising 
revenue, was $465,000,000. 

22. 1c). 50%, according to Lioyd Hall, who keeps track of those things, for the 78 mag- 
azines that he checked during 1951. 

23. (d). 1910 farm population was 32,077,000. 1950 farm population was 24,335,000—a de- 
crease of 24%. (The exodus continues, as the 1951 farm population was estimated as 
even less—23,276,000.) Bureau of Agricultural Economics ts responsible for these data 

24 (d). $6,548,200,000, according to Printers’ Ink, issue of Jan. 11, 1952. Newspapers 
copped the biggest hunk of the ad pie with 4%. 

25. ‘(c). 61,336,000 souls were pocketing remuneration of varying quantities, for services 
rendered, with only 1,828,000 “unaffiliated,” according to U. S. Census report 

26. (d). Feod Field Reporter, issue of Jan. 14, 1952, quotes an estimate of $36.6 billion 
in all food stores combined with $29.5 billion in grocery and combination stores, and 
$7.1 billion in “all other” retail outlets. 

27. (d). According to This Week Magazine, which studies this field very thoroughly, 
A&P rang up $3,001,202,000 in retail sales—10°% of all volume in grocery and combi- 
nation outlets in 1951. Safeway,was America’s No. 2 dispenser of food and related 
articles, with $1,098,300,000; Kroger’s $861,200,000 stood third 

28. ‘c). 2,236 AM stations and 654 FM—totaling, as is eas:ly verified, 2,890, according to 
Standard Rate & Data Service. 

29. (c). Better Homes & Gardens, $21.9 million; Leok, $19.9 million, which may reflect 
that Americans are somewhat more interested in their homes than their books. Other 
figures alluded to in the question are: Life, $91.5 million; This Week Magazine, $20.6 
million; The American Weekly, $17.5 million; Weman's Home Companion, $12.4 million; 
McCall's, $11.4 million 

30. (b). Latest official figures are from the Federal Security Agency, Public Health 
Service, National Office of Vital Statistics, for 1948. 1,444,337 deaths were reported, 
which is .99 per hundred of population. Leading causes of demise were heart ailments, 
taking .32 per hundred ‘one-third of deaths}, and cancer ailments, which claimed .27 


per hundred. 


works manager. But the works manager 
translated that administrative anguish 
into words that employes could under- 
stand and believe. 


@ Thus, in a recent newsletter mailed 
to the home of each Hammond Works em- 
ploye, Manager Krejci outlined the re- 
sponsibilities of management and then 
outlined the responsibilities of employes. 
“Some of management’s responsibilities 
include what products we will make at 
the plant, what type of machines we will 
use, what kind of buildings will be built, 
how many men will be required,” Mr. 
Krejci notes, and he continues with a list 
of management’s jobs. He then turns to 
the employe’s side of the ledger and r-c- 
ommends to his attention such matters 
as reporting to work as scheduled, start- 
ing on time in the morning and after 
lunch, working eight hours safely and 
efficiently, limiting conversations at cof- 
fee and Coke machines, taking care of 
machines and tools, working cooperative- 
ly with the foreman, etc. Too many man- 
agement officials lump everything loosely 
under the heading of “Teamwork” and ex- 


The Eye and Ear Department... 


pect employes to know what they mean. 
Krejci deals in specifics. 

Communicators at headquarters often 
forget it, but the boss man in the mul- 
tiple-plant operation is the works mana- 
ger. If a public relations manager or in- 
dustrial relations director at the genefal 
office wishes to reach local plant @m- 
ployes, he does it by going through never 
around—the works manager. & 


THE BOSS—Hammond, Ind., works — ° 
of American Steel Foundries, E, L. Kregeci, 
with group of local school teachers 0 
toured the plant during recent Businegs- 
Industry-Education Day activities. 


oper 


Consistency Counts 


It takes more than mere variety to make 
a variety program on TV. The variety can- 
not consist of good acts and bad acts and 
a smattering of mediocre acts. All the 
acts must be good—the variety must con- 
sist solely in a change 
of personality, of sub- 
ject matter and of 
presentation. The qual- 
ity, in short, must be 
consistent. 

There must be an- 
other note of consist- 
ency, and that’s in the 
emcee. Of all the em- 
cees on TV _ variety 
programs, few excel to 
so high a degree in this respect as Ed 
Sullivan. Sullivan is consistently colorless, 
lacking in talent, clear delivery and ease. 
He is also consistent in his unfailing pro- 
nunciation of Mercury as “merk-ry.” 

George Abbott—who, until Sunday, 
April 6, was emcee of “Royal Showcase” 
(NBC-TV, Sunday nights, 7 to 7:30)— 
comes close to rivaling Sullivan in con- 
sistency. He can be safely expected to be 
wooden, intense and ill at ease. In taking 
leave of “Royal Showcase” to make way 


Jack Carson 


for Jack Carson, Abbott graciously ac- 
cused the U. S. Rubber Co., sponsor of 
“Royal Showcase,” of never having given 
him a free set of tires. That was the only 
complaint, he confessed, he had te make 
of U. S. Rubber as a sponsor. The Eye 
and Ear Department hopes that Mr. Ab- 
bott awoke on Monday, April 7, with a 
complete set of U. S. Royal Masters around 
his neck. 

As a variety program, “Royal Show- 
case”—to date, at least—has been con- 
sistent in the quality of the entertainment 
it presents. Fortunately, it is only a half- 
hour show, which makes it twice as easy 
to be consistent, quality-wise, than with 
and hour show. 

U. S. Rubber’s commercials on U. S. 
Royal Master tires are also consistently 
good. A demonstration of the product is 
given, on film, showing how the patented 
curb-guard keeps the white sidewalls 
from picking up soil marks from dirty 
curbs. U. S. Rubber is fortunate in this 
respect, too—in having a unique feature 
to exploit. At the same time, of course, the 
commercial could have been ruined 
through, say, a cartoon presentation with 
a singing commercial. 
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ADVERTISING SALESMAN 
High calibre salesman with 
excellent record of personal 
selling and territorial man- 
agement seeks Chicago area 
assignment Accustomed to 
selling top level management 
Income between $15,000 and 
$25,000 for 
If your present program is 
in need of intelligent 
effort, or effort plus manage- 
ment, I will respond with per- 
sonai interview and record of 


last ten years 


sales 


accomplishment 
Box 159, Advertising Age 
200 E. Illinois St. 
Chicago 11, Ill 


ARE YOU “— +, 


This durable goods agency wants 
several assistant account execu- 
tives under 32 who can write well, 
know graphic arts, can handle de- 
tails, have good personalities, are 
ambitious. Salary is open, oppor- 
tunity unlimited. Send complete 
application in writing only. Open- 
ings in both Pittsburgh and Chi- 
cago offices. 


MARSTELLER, GEBHARDT & REED, INC. 
612 N. Michigan Avenve 
Chicago 11, Ilinois 


Information for Advertisers 


| ability. In writing p 


No. 4347. New Display Ideas. 
“Sculptured Masterpieces” is a 
new booklet offered by Plasto 
Mfg. Co., which traces the history 
of plaster figure reproduction from 
its beginning in the third century 
to its present use as a point of 
Mpurchase display medium. It shows 
von new ideas in sculptured, 
Bhree dimensional and full round 
Misplays, as applied to liquor, beer, 
rine, drug, cosmetic, shoe and in- 
ustrial accounts. 


Jo, 4350. Reaching Farmers by Ra- 
dio. 

Stations KMMJ and KXXX offer 
ol. 3 of The Corral, entitled 
Ranchers and Farmers are Peo- 
le!’ It gives quick facts on their 
»verage area of 1,299,819 popula- 
on located on 150,000 farms and 
nches, with average family in- 
me of $9,500. Maps, quick statis- 
cs, and brief media data give a 
ear picture 


©. 4353. Radio Values in Dubuque 
' “The Dubuqueland Radio Mar- 
et" is a new data booklet offered 
vy Station KDTH. It gives the 
haracteristics of the market, 

owing how Dubuque is not only 

market in its own right, but the 

ily trading center for a large 
fura!l population, Breakdowns are 
given for effective buying income, 
the general merchandise market, 
food, drugs, autos, furnishings and 
farm expenditures 


No. 4354 


men 


Selling Tools for Sales- 


Sales Toois Inc. offers a new 
brochure illustrating and describ- 
ing some 16 different new types of 
ring binders, portfolios, display 
binders, flop-overs, etc. Several of 
them are patented or patent pend- 
ing, and provide novel solutions to 
various problems of visual presen- 
tation 
No. 4355. Auto Accessories in New 

England 

The “Second Annual Survey of 
Retail Distribution of Automotive 
Products in New England” is now 


Note 


Inquiries for the items listed above will not be serviced beyond July 7. 


offered by the New England News- 
papers Advertising Bureau. This 
study deals with the retail distribu- 
tion of 167 brands of TBA prod- 
ucts, and is based on a survey of 
1,596 automotive outlets in 48 New 


England cities. Extremely wide 
variations in distribution become 
evident. 


No. 4356. Free Samples of Kleen- 

Stik. 

For users and potential users of 
point of purchase’ advertising, 
Kleen-Stik Products Inc. 
file folder containing sample sheets 
of their adhesive-backed paper, 
and full information on its use. 
Full of good idea-starters for the 
art department, etc. 


No. 4357. 

Storecast Corp. 
fers a new brochure, 
est Names,” telling 


Radio Right in the Store 
of America of- 
“The Great- 
of their FM 


broadcasts to stores and supermar- | 


kets, plus their merchandising ser- 
vices to insure full supply in stock, 
good shelf position and frontage, 
and other special selling aids. 
“Storecast will nail down all your 
advertising and promotional efforts 
at the only place they can ever 
pay out—right in the stores.” 
No. 4359. Readership in Power 

Field Studied. 

“Media Values in the Power 
Field” is a new booklet offered by 
Power, giving the results of 18 
separate and independent reader- 
ship studies made by major com- 
panies addressing their advertis- 
ing to the power field, 


No. 4360. Oil Forum Facts. 

“For Editorial Quality No Mag- 
azine Excels the Oil Forum” is the 
title of a new booklet offered by 
the publication, presenting—in 
NIAA recommended form—its me- 
dia and market story. It covers 
history and background, market 
served, buying responsibility, sell- 
ing for export, circulation, editorial 
history and policies, and special 
services offered. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


NAME .... 
COMPANY 
ADDRESS ........... 
city & ZONE 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ml. 


Please send me the following (insert number of each item wanted 


STATE 


offers a) cage | 
| ART PRODUCTION MANAGER for lead- | 


THE ADVERTISING 


Rates: 90¢ per line. minimum charge $3.60. Cash with order. 


Market PLACE 


Figure all cap 


lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


per line. Add two 


lines for box number. Deadline Wednesday noon 12 days 


Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Reguler card discounts, size and frequency, apply on display. 


HELP WANTED | 


POSITIONS WANTED 


SEX DOESN'T MATTER! 
America’s best know manufacturer in 
it’s field, located in ( hicago, desires an 
experenced layout ar either man or 
woman. Prefer one wit) retail background 
in men's and women clothing, depart- 
ment store or specialt. shop, though such 
experience isn't neces y. This is a per- 
manent position wit! n excellent op- 
portunity for advan «ment based on 
se give complete 
ry desired 
rISING AGE, 
hicago 11, Ill. 


details and starting s 
Box 5106, ADVE! 
200 E. Illinois St., 


MOLENE 
PERSONNEL SERVICE 
Sopywr ters 
Editorial Artists 
Promotional 
| BANKERS BLDG. ANDOVER 3 4424 
| ADVERTISING SALESMAN 
An experienced salesman on a Merchan- 
| dising paper in the New York area - the 
leading publication ir ts field. Give de- 
| tailed information as to age, experience, 
and income needed to do a good job 
Box 5084, ADVERTISING AGE, 

801 Second Ave., New York 17, N.Y 
FRED J. MASTERSON 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 
GIRL FRIDAY 
For busy advertising-sales promotion ex- 
ecutive. Not a secretary, but an assistant 


who can take over and handle a lot of 
detail on a special program involving 
scheduled mailings, follow-ups, tabula- 


tions of mailing results. etc. Should have 
some background in advertising promo- 
tion, preferably with firm engaged in 
selling direct to consumers. Location 
Chicago, near Tribune building. Give age, 
experience and approximate salary re- 
quired. If possible, enclose snapshot which 
will not be returned. Will be out of town 
until June 2, sel _ time applications 
will be conside 

Box 5104, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, M1. 


We have attractive positions or men 


for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 


|} ing Chicago art studio. Will have full 
| charge of revamp dept. and will be gen- 
eral manager of entire studio. Must have 
experience in directing finished art for 
national accounts. Must have taste, and 
| be capable of getting jobs out right and 
| on time. State age, is rience and salary 
desired in first lette 
| Box 5103, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St Ha 7-2063 Chicago 
FARM EDITOR—A fellow who knows and 
liked farming and is a first-rate journalist 
has a good job waiting for him on eastern 
agricultural publication 

Box 5105, ADVERTISING AGE. 

200 E. Ilinois St., Chicago 11, Ill 


WANTED— 
ASSISTANT ADVERTISING 
MANAGER 


An exceptional opportunity with large in- 
dustrial company in Pittsburgh area for 
young man who has engineering back- 
ground, likes writing and has ability to 
develop good copy. Several years writing 
experience essential. Very good starting 
salary with excellent prospects for advance- 
ment. 

State age, education, experience. Our staff 
knows of this opening. Write Box 155, 


ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


ADV.—SALES PROM. EXECUTIVE 
for organization wanting results. Dir. of 
advertising and Sales Promotion plans to 
relocate. 12 years creative advertising, 
sales promotion, public relations, last 6 
with top manufacturer in field. Strong in 
administration, ideas and plans. Sound 
experience in creative and production 
phases. Practical knowledge of sales and 
sales management problems. Income in 
five figures, but still young enough to 
think of the future. Age 33, married, two 
children 

Box 5101, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ili. 
EX-ADV. EXEC. WANTS “BACK IN” 
Former Ass’t Adv. Mgr. of major nat’l. 
adv. in drug field now on management 
level as head of small division of huge Co. 
Present responsibilities incl. all phases 
management activ., principally marketing, 
prod. devel., gen'l. supervis. Main forte 
& widest exper. in adv. & marketing. Can 
sell ideas, services to top management 
Very creative, trained to think, act for 
self. Knows all phases merch., sales prom 
Could qual. as agency exec. Looking 
for success, organiz. wanting imaginative, 
Versatile, aggress., tireless producer in 
key position with hvy. respons. & broad 
opport. Age 33, family; good bearing & 
platform abil. 5-fig. income. Prefer Chi- 

cago. Confid. assured. 

Box 5108, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ARTIST 19 years modern layouts, comp. 
and finished lettering, agency experience 

10 per week. Knowledge of production 
Bayside 9-0066 
Market Research Analyst, extremely ver- 
satile on psychological studies of con- 
sumer opinion, trends, buying habits; has 
force to carry out interviewing; available 
as consultant or for specific job 

Box 5040, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
NEW SALES REP. 
SETTING UP SHOP 
I've been the Chicago district sales man- 
ager for an outstanding business publi- 
cation for 15 years. Now I'm opening 
my own Michigan avenue office as a 
publisher's representative. I know the 
midwest. I know how to sell advertising 
space. Jf you need representation out 
of Chicago I can help you. Let's talk it 
over 
Box 5098, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
BUSINESS OPPORTUNITIES 
1 AM SEMI-RETIRING! 
and desire capable sales-adv minded man 
to take over established successful Point- 
of-Purchase Display business with Na- 
tional Adv. Clients of years standing 
Investment required 

Box 5099, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Tl. 
BUSINESS & PLEASURE!—Smart Nr 
North Town House, entire Bldg. . .sell or 
lease for combination residence-agency- 
studio. Prestige address: 49 E. Elm, Chgo 
Will rebuild as offices and/or 1 or 2 new 
1 to 4 bd. room custom apts. Bargain! 
Mr. Cattin, WHitehall 4-0345. 9-5 


MISCELLANEOUS 

TRADE PUBLICATIONS WANTED 
Fast growing publishing firm wants to 
buy additional trade magazines and direc- 
tories now being published. Must be able 
to be published in New York. Send sample 
copy and price wanted. 

Box 5102, ADVERTISING AGE, 
801 Second Ave., New York 17, N. ¥ 


OPPORTUNITY FOR LAYOUT MAN 


to act as assistant to art director 
of Middle West 4-A Agency. Must 
have several years’ experience in 
doing visuals and finished layouts 

. knowledge of type and proc- 
esses. Opportunity to work on im- 
portant accounts and for advance- 
ment. 


Box 158, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, ll. 


CLEVELAND 


SPACE SALESMAN WANTED 


Attractive salary and commission arrangement by King 
Publications, San Francisco, to top flight man with 
industrial ad agency and advertiser contacts in Ohio, 
Michigan, Indiana and western Pennsylvania. State full 
qualifications in first letter to KING PUBLICATIONS, 
7708 Deerfield Drive, Cleveland 29, Ohio. 


TERRITORY 


under one roof. 


figures, from 
booths. Displays of plastic, 
mache 


and wood designed and produced 
Your inquiry is invited. 


FROM PAPER WEIGHTS TO PARADE MASKS 


O.K.C.'’s half century of experience 
in three dimensional displays ranges from 
trademark paper weights to giant parade 
counter signs to convention 


rubber, papier- 


CANTON, OHIO 


Advertising Age, May 26, 1952 


Accelerates Ad Promotions 


Universal Woodcrafters Inc., 
La Porte, Ind., maker of special- 
ized furniture, including television 
tables and bases for use with tele- 
vision table models, has begun a 
new and accelerated ad program. 
Through its newly appointed 
agency, Sander Rodkin Advertis- 
ing, Chicago, the company has 
started placing space in trade pub- 
lications backed by direct mail to 
dealers and distributors, point of 
sale material and other sales aids, 
to promote its newest product, 
Adjusta-Base, to fit any table 
model television. 


Kintner Heads Production 


Robert E. Kintner has been 
named production manager of 
Gregory & House, Cleveland. He 
succeeds Paul Burns, who has been 
promoted to account executive and 
head of the agency’s creative de- 
velopment department. 


Appoints Ralph Bing Agency 

Morgan Aluminum Welding Rod 
Co., Cleveland, has named Ralph 
Bing Advertising, Cleveland, to 
direct trade publication advertis- 
ing. 


Wanted: 
TOP CREATIVE MAN 


One of Detroit's leading advertising 
agencies has a big job for a better- 
| than excellent creative man. 


'Would be a copy director plus, 
teamed with account executive in 
developing and supervising entire 
creative program of unusual size and 
variety. 


Requirements: At least ten years’ 
big-league experience, including 
copy supervision. Mature personality 
and judgment (should be older than 
35.) Broad knowledge of promotion 
and merchandising, as well as all ad- 
vertising media (automotive back- 
ground desirable.) Ability to shoul- 
der large responsibilities ten- 
dency to seek them. 


Rewards: (1) Money—commensu- 
rate with size of the job and the man. 
(2) Security—backed not only by 
sizeable retirement funds, but also 
by steady history of agency growth. 
© Prestige—a key position in a re- 
cted organization serving noted 
ate. (4) Opportunity—write your 
own ticket. 


If you think you can fit the above 
qualifications, send brief “reasons 
why” and résumé of your past em- 
ployment, clients served, etc. (No 
samples yet, please.) We'll arrange 
an interview if it sounds really good. 


Write to Box 152, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 


A leading four A's agency is 
looking for an aggressive 
young staff attorney (about 
35) who is familiar with the 
legal problems of an adver- 
tising agency — would be- 
come Secretary of Corpora- 
tion after interval of time. 


Reply with full particulars 
to Box 429, Grand Central 
Annex, New York City. 


ONE MAN 
ADVERTISING AGENCY 
SEEKS MERGER 


Bogged down with details, ex- 
perienced agency man would 
consider merger with medium- 
size agency. Capable copy writ- 
er. Congenial personality. Ref- 
erences exchanged. Write: 


Box 157, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


DISPLAY SALES REPRESENTATIVE 


in New York area to sell displays for 
Berger-Amour, Chicago, producers of 
all types of point-of-sale advertising. 
Originators of the Displa-Mobile (trade 
mark reg. pat. pend.) Please state ex- 
perience and accpunts. 107 W. Wacker 
Dr., Chicago 1, I!l. 
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BOARD OF NNPA—Members of the N 


tional N Pr ti Assn. board 


of directors gathered at their meeting in Lovieville. " Standing, left to right: Clif- 


ford A. Shaw, Providence Journal; 


William S. Eager, Montreal Star; Fred Howen- 


stine, Indianapolis Star and Times, and Bert Stolpe, Des Moines Register and Trib- 


une. Seated: 8. |. 


Simmons, Tampa Tribune; Douglas Cornette, Louisville Courier- 


Journal and Times, retiring 2nd v.p., who was convention chairman, and Lyndon 
West, Detroit Free Press. 


Hallicrafters Has 
Booklet Ready on 
Political Events 


Cuicaco, May 21—Hallicrafters 
Co. will have ready next week a 
16-page booklet which can be used 
as a program for the 1952 political 
conventions. 

The program, printed in four 
colors, will be distributed free by 
the company’s dealers. It will 
present facts about the conventions 
and contain tally sheets for record- 
ing convention voting. 

Four pages are used to promote 
the Hallicrafters radio and tele- 
vision sets. 


In addition, the booklet an- 
nounces a nationwide contest for 
predictions of the total number of 
popular votes which will be cast 
for all presidential 
Entries cost nothing and the con- 
testant coming closest to the actual 
vote will get an all-expense trip 
for two to Washington, plus $5,000 
in gifts, including a 1952 Ford. 
The contest will be promoted in 
several cities through newspaper 
ads placed by Sorenson & Co., Chi- 
cago. Copy will ask consumers to 
pick up a program from a Halli- 
crafters dealer. Entry blanks are 


candidates. | 


printed in the booklets. 

The dealer who supplies the en- 
try blank for the winning con- 
testant will also get an all-expense 
trip for two to Washington. 


McMurphey Named Manager 


Edward S. Kellogg Co., Los 
Angeles and Portland, has ap- 
pointed George W. McMurphey to 
head its Oregon office. Mr. Mc- 
Murphey runs his own agency 
under his name in Portland. The 
Kellogg address in Portland will 
be the same as Mr. McMurphey’s 
agency—2014 N.E. Sandy Blvd— 
and the operation of the two 
agencies will be kept separate. 


Clayton Co. Pushes Zarex 

Cc. S. Clayton Co., Boston, has 
launched a spring and summer 
drive for its Zarex fruit beverages 
using newspapers in New England 
and New York state. Radio and 
television participations in house- 
hold hint programs also have been 
bought. Chambers & Wiswell, Bos- 
ton, is the Clayton agency. 


Foley Joins Edward Valves 

Joseph E. Foley Jr., formerly 
a divisional advertising manager 
for American Brake Shoe Co., 
New York, has been appointed 
manager of sales promotion and 
advertising for Edward Valves 
Inc., East Chicago, Ind., subsidiary 
of Rockwell Mfg. Co. 


“TACOMA IS VITAL 
TO THE ENTIRE 
PUGET SOUND ECONOMY?’ 


Says M. C. Taylor, 

president of Taylor-Edwards 
Warehouse & Transfer Co., Inc., 
Seattle. 


M. C. Taylor is President of Taylor-Edwards Warehouse & 


Transfer Co., Inc., 


largest in Washington State, with eight 


warehouses, including one in Tacoma. 


He says: 


“In our business of warehousing and forwarding 


for many food and merchandise firms, we get a pretty clear 
picture of an area’s importance. Tacoma is a vital factor 
in the merchandising and marketing life of Western Wash- 


ington—a region which 


gets localized distribution attention 


from many of the accounts we handle.” 


Th 


le A 
come 


News Tribune 


Over 82,000 Circulation, ABC 


And we say: “Think TWICE about 

TACOMA .. . @ separate, distinct 

market, effectively covered ONLY 

by the dominant News Tribune.” 
Ask Sawyer, Ferguson, Walker 
Company. 


and K TNT 


Transit Radio 


B. B. Pen Is on the Ball, Politically 


Ho.Liywoop, CAl , May 21—B. B. 
Pen Co. and KFW3 will conduct a 
presidential straw vote in 1,350 
drugstores here next month. 

This vote will be aided and abet- 
ted by the League of Women 
Voters of Southern California. 

Newspaper ads (some of them 
half-pages), drugstore co-op ads 
and personal appearances four 
times a day by the radio station's 
disc jockies and newsmen will 
promote the vote. 

Inside each drugstore will be a 
ballot box and a supply of ballots. 
Part of each ballot will contain a 
tear-off slip to be sent to actual 
convention delegates. These will 
say “I voted for....in the B. B. 
Pen-KFWB straw vote for Presi- 
dent.” 


s B. B. ads will, perhaps inciden- 
tally, mention a new no-smear ink 
at the same time they mention 
| “*no-smear” political campaigns. 
{| And each drugstore ballot box 
| will have a B. B. pen attached. All 


this, AA is informed, gives B. B. 
Pen Co. brand identification, prod- 
uct demonstration and improve- 
ment in dealer relations. 

Further plans along this line 
are set for the fall, after the July 
nominations in Chicago. 

Credit for this promotion is giv- 
en to Melvin Co. here, but Foote, 
Cone & Belding handles B. B.’s ad- 
vertising. 


Two Join Griswold-Eshleman 


Alfred E. Bovard, formerly a 
copywriter with Goodyear Tire & 
Rubber Co., Akron, has joined 
Griswold-Eshleman, Cleveland, as 
assistant account executive. Lester 
W. Schaffer, formerly sales direc- 
tor of the surface coating division 
of Warren Refining Co., also has 
joined the agency as assistant ac- 
count executive. 


Lewis Appoints Nathan 

Dave Nathan, formerly of 
WVNJ, Newark, has joined Lewis 
Advertising, Newark, as an ac- 
count executive and time buyer 


Vitamin Corp. Campaigns 

Vitamin Corp of America, 
Newark, has launched a campaign 
in 24 market areas to introduce a 
$1.98 bottle of Rybutol, vitamin B 
complex. Newspaper pages, Mon- 
day-Friday radio spots and spots 
on “The Goldbergs” (NBC-TV) 
will be used in what VCA terms a 
“saturation drive” in the 24 mar- 
kets. Duane Jones Co., New York, 
is the agency. 


Gold Named Ad Director 

Bernard R. Gold, formerly a 
sales executive with Josam Mfg. 
Co., Michigan City, Ind., maker of 
plumbing drainage specialties, has 
been appointed advertising and 
sales promotion director of Dia- 
mond Building Products Corp., 
Cleveland, maker of steel-framed 
storm windows. 


Appoints G. T. Heussner 

National Cash Register Co., Day- 
ton, has named G. T. Heussner, 
manager of adding machine sales 
for National Cash Register Co., 
Brooklyn, to head up the nation- 
wide dealer sales organization of 
the company. 


AGAIN THIS YEAR, 


New Engla 


buy more of the food 


<) advertised 


TAKE CHEESE, for example. . 


Miniter Company, 
Cheeses. 


Writes Miss Liddell: 


currently to promote the sale 


Cheeses; and we are sure that your large and 


and take the word 
of Alice M. Liddell, director of media for Ingalls 
the agency for McCadam 


“The WBZ Home Forum 


represents the only radio advertising being used 


demand for y« 
For any type « 
“WBZ Home 
MeCadam 


of 


Westinghouse Radio Stations Inc 


KYW -« 


in making this a banner year. 


"WBZ 


BOs TON 
50,000 WATTS 
NBC AFFILIATE 


loyal audience has been one of the prime factors 


We have been 


amazed and delighted at the large and continuing 


yur Home Forum Bulletins.” 


f food product, Mildred Carlson's 


Forum” can do a tremendous sell 


ing job in all six New England States. For avail 
abilities, check WBZ or Free & Peters. 


Z + WBZA + WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


RADIO—AMERICA’S GREAT ADVERTISING MEDIUM 
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H H Freitag. manager of the food li- 
Freitag Claims Total censing department in Chicago, Donald Duck coffee now being sold 
Sales of 661 Licensees told AA a rigid set of standards p= acgen Disney officials said 
00,000,000 I > ‘fore ; “e is . > make ppez adult 
Gh must be met before a license is e coffee makes its ippeal to ac 
‘ Is $1 ’ ’ a Year granted fans of Donald [ick. They re- 


ported that the « [fee “is doing 


Cuicaco, May 21—Eighty-five very well.” 
$. food products now carry the Don- ®& Donald Duck foods are tested by . 
ald Duck label. They are marketed government standards and by the 
under the watchful eve of the quality control group of the Dis- 
character merchandising division ney organization, Each product 
of Walt Disney Productions and must have a grade-A-fancy rating 
play a growing part in the $100,- or better, where such standards 
000,000 wnnual business done by are established. A food producer 


franchise. 


all Disney merchandise must also pass a plant inspection 
, mailing “e os om one 
Getting a Donald Duck label is before winning final approval — mas just sent = Pm, 

4 ers yi . = 

not a simple matter of asking for Mr. Freitag explained that these ald Re rs son ang n 2 sti 
it and giving Disney a cut. B. B. strict rules are necessary because ti “ ” oe - 4 peli 55 
—— -— if one product is inferior, the porary tye r noe Is 

, > ~~ = red to e€ .O1l0.. ing 0 iS: 
whole line could suffer i Pelee Mabel teeheer off Ge one a 


SiMPSON-REILLY, LTD. 
Publishers Representatives 


all of the licensed foods are adver- Protection 


. be used to adverti:» Donald Duck 
85 Food Lines Named Donald Duck i: 


® An exception to this rule is a 


still a question in ‘he Disney or- 
ganization whether ‘o continue the 


In addition to se cting licensees 
from among applic ints, Mr. Frei-| 
tag said he also “k»ocks on doors” | 
looking for qualifi: | customers. A 


Not all food products are eligible buyers’ whims or competitive price-cut- 
for a Donald Duck license. Almost ting, in need of estabi:shed brand name 


but aided that it is 


~ Pr és 2. Manufacturer desiri.¢ to expand from 
: = — tised as “okay for growing kids regional to national b ess, in need of 
: and this lets out such items as 4 brand name that is accepted anywhere 
ace ANGELES . HALLIBURTON <n liquor and tobacco, By the same 3. Growing packer or manufacturer who| VARIETY—Plenty of foods bear the Donald Duck name, as this floor display shows. 
SAN FRANCISCO CENTRAL TOWE : wants to do big scale advertising and mer- This display was set up about Halloween time last fall. 


token, match book covers may not chandising job on smai! scale budget 


4. Large established packer with own 
brand name, in need of extra push for 
a specialty, or to remedy weak sales situa- 
tion on a specific product. 

5. Any size packer desiring the advan- 
tages of an additional label, thus pro- 
viding flexibility in price and position, 
especially in times of surplus crops 

6. A packer desiring to double his mar- 
ket potential by also featuring his prod- 
uct under the Donald Duck label in areas 
where he now may have exclusive ar- 
rangements 


® As this pitch shows, the Disney 


Here's big news for any media man or adver- 
tiser looking for “high-spot” newspaper mar- 


organization plays both sides of the 
tence. It is ready to back the small 
regional company in need of a 
brand name, as well as the large 
national firm which has a monop- 
oly in a particular market. 

| Disney food merchandising has 
| been enjoying a steady growth. Mr. 
Freitag would not state figures, but 
said the present 85-product line 
represents an increase over past 
years. He also said that, indivi- 
dually, Donald Duck products are 


volume. 


@ What does a company pay fora 
Donald Duck label? Mr. Freitag 
claimed he could not give an aver- 
age figure, explaining that it varies 
| according to the food producer. He 


ceives a yearly advance against 
| which royalties are credited. Con- 
}tracts between Disney and licen- 
}sees are occasionally on a long- 
term basis, some of them now run- 
| ning 10 and 20 years 
Disney’s biggest food customer 
is the Florida Citrus Canners Co- 
operative at Lake Wales, Fla. The 
Florida co-op markets 14 hot pack 
and frozen citrus juices under the 
Donald Duck label. It has been a 
licensee for ten years and an esti- 
mated three-fourths of its grade- 
A-fancy products are now sold un- 
der the Donald Duck label. 

Oldest licensee is the National 
Biscuit Co., New York, which has 
been packing a cookie under the 


; kets! Employment in Muskegon is up 13°, 
< accounting for nearly half the total over-all 


ty today is the fastest-moving major market in the MI 
state! 


Disney label for 15 years. 


se Among the other Donald Duck 


a increase for Michigan! licensees are: 

A The Cadillac-built Walker Bulldog tank, pow- 1. Naas Corp., aie nage — 
* Ty os . ft ee é y “¥ ymato 

o ered by Continental and “treaded” by Campbell, a and other tom 

. Wyant & Cannon, has speeded up Muskegon 2. Bowman Apple Products, Mt. 

< employment and payrolls so that Muskegon Jackson, Va., apple sauce and juice. 


3. Southeastern Foods, Brun- 


Cc H I G A N didge, Ala., salad dressing and pea- 


fe NEWSPAPERS | "*: te" 


Ask your nearest Booth office for latest informa- 


4. General Beverages Inc., Chat- 


i tien on this “high-spot’’ Muskegon market . . . Grend Ropids Press « Flint Journal tanooga, Tenn., lime cola and other 

; and how completely the Booth-published Mus- py sateen = — Presh tne. San Fron 

cegor hronicle cove santa « eniit Saginaw News a. q s! + SE an- 

oo kegon < aia viele covers it, Here's s selling op- Jackson Citizen Patriot + Muskegon Chronicle cisco, complete line of frozen veg- 

é portunity you can’t afford to miss! Bay City Times + Ann Arbor News etables, fruits, fish and poultry. 
eat, Total ABC Circulation 42,323 In addition to these, there are 
’ . . 
‘3 . . six or seven other companies which 
| 99% home-delivery in Muskegon Area! market regionally such products as 


A. H. Kuch, 
110 E. 42nd Street 
: For latest market folder, call— New York 17, New York 
‘y Murray Hill 6-7232 


chocolate syrup, egg noodles, 
candy sticks, jams and jellies. 


The John E. Lutz Co., 
435 N. Michigan Avenue ; 
Chicago 11, thinels ® Disney keeps a careful check on 
Superior 7-4680 the operations of licensees. Aside 
from a desire to insure royalties, the 


|}said the Disney organization re-| 


| 


selling in “considerably greater” | 


organization is concerned with the 
over-all reputation of Disney. Mr. 
Freitag pointed out that poor mer- 
chandising of a Donald Duck food 
could easily reflect on everything 
Disney does, including his movie 
making. 

For this reason, question of price 
and distribution come under con- 
sideration of the organization, al- 
though Mr. Freitag told AA there 
is no attempt “to control] sales pol- 
icies of licensees.” 

Ads for Donald Duck foods must 
be cleared through the Disney of- 
fice in Chicago. Manufacturers 
have pretty much of a free hand 
with ad copy, but art work on Dis- 
ney characters is another matter. 
To preserve his identity, Donald 
Duck can not be drawn by anyone 
outside the Disney organization. 


® Russel M. Seeds Co., Disney's 
agency, is now directing a coop- 
erative ad campaign for Donald 
Duck foods. Newspapers, radio and 
television are being used in Cin- 
cinnati, Tampa and St. Petersburg 
to back the following Donald Duck 
products: catsup, salad dressing, 
orange juice, apple sauce, peanut 
butter, chili sauce, apple juice, 
mayonnaise and others. 

The radio spots utilize the Don- 
ald Duck voice and for the first 
time Disney is allowing Donald 
Duck animation to be used in TV 
commercials. This co-op drive, 
which has taken full pages in 
newspapers, is paid for by the par- 
ticipating licensees 


® Use of Disney characters in mar- 
keting began in 1932. Since then, 
there have been many others— 
Barney Google, Orphan Annie, 
Hopalong Cassidy, etc.—but most 
faded quickly, while Disney has 
been getting stronger. 

Until 24% years ago, all licensing 
was handled by Kay Kamen Ltd., 


|New York. After Mr. Kamen’s 


death, the Disney organization set 
up its own character merchandis- 
ing division—with the food liecens- 
ing department located in Chi- 
cago. At present, 661 licensees are 
making some 2,000 products using 
a Disney label in 20 countries. 


Promotes Rombe Arnold 

Industrial Surveys Co., New 
York, has promoted Rombe G. 
Arnold Jr. to fill the second of 
two new positions of national sales 
supervisor in New York. The first 
position was filled by Don W. Con- 
nell some time ago. Mr. Arnold 
has been supervisor of a group of 
accounts in the Chicago office for 
the past three years. 


Mutual Shoe Co. Campaigns 
Mutual Shoe Co., Marlboro, 
Mass., maker of Foot Flairs, wo- 
men’s shoes, has introduced a new 
line of flat shoes branded Flair- 
ettes. Advertising, merchandising 
and dealer promotion plans are 
now in the works at Silton Bros., 
Boston, the Mutual agency. 
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This Week in Washington... 


Newsprint Hike May Hurt Canada 


By STANLEY COHEN 
Washington Editor 

WASHINGTON, May 22—In the 
final showdown, the $10 hike in 
newsprint prices may do serious 
harm to Canada. 

At the moment, U. S. publishers 
have little choice but to pay. In 
the long run, Canada may be mak- 
ing it profitable for the U. S. to 
reenter newsprint manufacturing 
on a big scale. 

Several months ago, the Senate 
small business committee reported 
that successive price boosts had al- 
ready put U. S. producers in a posi- 
tion where they could match Cana- 
dian costs. The accuracy of this 
observation was demonstrated 
when U. S. firms subsequently ap- 
plied to Defense Production Au- 
thority for permission to embark 
on a substantial expansion pro- 
gram. 

This first expansion, which in- 
creases U. S. capacity by nearly 
50%, is already under way. Can- 
ada’s decision to parlay prices up 
to $126 a ton may result in addi- 
tional expansion and, eventually, 
in a difficult competitive situation. 

. * * 

Congress is doing its best to 
worry Canadian newsprint manu- 
facturers, but its best, in this in-| 
stance, isn’t very good. 

Rep. Robert Sikes (D., Fla.),| 
cried “greed” and demanded that} 
the State Department “do some-| 
thing.” Rep. Lindley Beckworth| 
(D., Tex.) issued a_ statement 
threatening to call hearings of the 
special House committee on news- 
print, Sen. Herbert O’Conor (D., 
Md.) predicted that a judiciary 
subcommittee might find evidence 
of anti-trust violations. 

Congress is under a handicap. 
During the past decade, as prices 
moved progressively from $50 to 
$126, literally dozens of committees 
have combed over every conceiv- 
able approach. They all end up by 
conceding that Canada will hold 
the whip as long as it supplies 
better than 80% of our newsprint. 

2 . 7 

Another disturbing development, 
from the Canadian standpoint, is 
the completion this week of the 
first big contract for a pulp plant 
in Alaska. Signed by Interior 
Secretary Oscar Chapman, the con- 


tract calls for the Ketchikan Pulp 
Co. to build a $45,000,000 plant to 
draw on the limitless reserves of 
the Gongass National Forest. 

This initial plant will produce 
pulp for rayon. But as price re- 
lationships change, Alaska, 
may find it worth while to go into 
newsprint. 

The first plant was 30 years in 
the talking stage. The next one 
may come a lot sooner. 

* * e 

It’s hard to get figures to sup- 
port it, but ranking officials of the 
NPA say the current slump in con- 
sumer durables seems to be falling 
most heavily on those who are de- 
pending on others to do their sell- 
ing for them. “Big name manufac- 
turers of brand name appliances 
are having trouble moving their 
products,” one informed official 
commented the other day. “But 
door-to-door outfits—the fellows 
who go out and sell hard—are 
moving all they produce and are 
back asking us for additional ma- 
terial.” 

His diagnosis: Nationally dis- 
tributed brand names have had it 
so good for so long that they have 
gone soft. 


. e +. 

President Truman isn’t the only 
politician throwing stones at the 
pollsters. He’s getting bipartisan 
support from the Taft organiza- 
tion. 

National Taft Committee Chair- 
man David Ingalls charges that the 
Gallup Poll is _ pro-Eisenhower. 
“Results in state primaries held to 
date give the lie to the Gallup 
Poll,” he said. “They show that de- 
spite the tilted score Gallup racks 
up for Eisenhower, the clear-cut 
choice of Republican voters is 
Robert A. Taft.” 

Looks as if Dr. Gallup will be 
on trial, along with the Congress 
and Fair Deal, this fall. 

ry + * 

The Senate expenditures com- 
mittee heard a barrage of criticism 
against the President’s plan to 
“take the appointment of postmas- 
ters out of politics.” The campaign 
to block the “reform” was spear- 
headed by Sen. Olin Johnston (D., 


Cal.), chairman of the Senate post- | 


al committee, and by officials of 
postal unions. 


America’s finest 
photoengraving 
plant 


COLLINS, MILLER & 


HUTCHI 


NGS, Inc. 


too, | 


The theory that Congress should 
give up its power to recommend 
postmasters is backed by the 
Hoover Commission. But critics 
told the expenditures committee 
today that a decision to let the 
Postmaster Generc! name post- 
masters for 21,500 larger communi- 
ties would make ‘he PMG “the 
|most potent political figure in 
America.” 

Foes say the PMG named post- 
|masters during the first 40 years 
|of the republic, but that Congress 
changed the system when it found 
the department riddled with graft. 

» * + 


on the kind of legislation they 


for libelous matter in political 


Communications Act, broadcasters 
lare prohibited from censoring po- 


| litical speeches. FCC says they are} 
| also immune from libel, but it con-| 


| cedes Congress is out to clarify 
| the law. 

At the moment, the National 
Assn. of Radio & Television Broad- 


Broadcasters are trying to agree | 
want to clarify their responsibility | 


broadcasts. Under the Federal 


|casters is supporting a bill intro- 
|duced by Rep. Walt Horan (D., 
| Wash.), which specifically relieves 
| broadcasters of responsibility. But 
some segments of the industry are 
swinging to a conflicting bill, by 
Rep. Joseph P. O’Hara (R., Minn.), 
which authorizes deletion of libel- 
ous portions of political talks. 

Chances are FCC would oppose 
the O’Hara bill. It contends censor- 
ship power is too dangerous for 
anyone—FCC and_ broadcasters 
alike. 


25-Year Club to Hold Dinner 


The Advertising Quarter Cen- 
| tury Club will hold a dinner of its 
own during the annual convention 
of the Advertising Federation of 
| America in New York. An infor- 
mal group open to all advertising 
men and women who have been in 
the field 25 years or more, 
| club will hold its dinner this year 
on Monday, June 9. This will be 


| the third AFA convention at which 
| the group will meet. John A. Wil- 
| kens, v.p. and treasurer of Swee- 
ney Lithograph Co., is chairman 
of the event. 


| 


| 
| 


the #! 
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Emerson Promotes Three 


Edward Kantrowitz, assistant to 
the director of sales of Emerson 
Radio & Phonograph Corp., New 
York, has been named acting man- 
ager of the company’s advertising 
department. Also shifted were Al- 
bert Leon from assistant sales pro- 
motion manager to acting man- 
ager of the sales promotion depart- 
ment, and Arnold Henderson from 
assistant distribution manager to 
assistant national sales manager. 


. « »« yOu are 
looking for 


NATIONAL 
DISTRIBUTION! 


agency man... {i 
the facts about quick, low cost national dis 
tribution prod by the direct-to-consumer 


ies me : 
The services of our experienced merchandising 
staff are available at no cost or obligation te 
you . for initial planning, product and 
market analysis, copy assistance t 
through. Learn about t'is old and 
that can start thousands of sales-w' men 
women working for you in 48 states... et 
their own expense. Write now to 


OPPORTUNITY MAGAZINE 
| Dept. A120, 28 E. Jackson Bivd., Chicage 4, Ui 


roven 


“Why, they're listening to the radio!” 


There are 690,140 radio sets within 60 miles of Louisville, making 
a whopping big average of 2.2 sets per home! 


But each of these 313,700 homes averages only 1.64 regularly 


received newspapers, 


and only .48 TV sets! 


That's one more reason why WAVE radio can deliver 1000 impressions 


for only 37¢! Get all 


Facts above are from scientific, authoritative survey 


made by Dr. Raymond A. 


Psychological Services Center, University of Louisville) 


in WAVE area, July, 1951. 


5000 WATTS + 


the facts from Free & Peters! 


Kemper (head of the 


WAVE 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 
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Ford Service 


SEE YOUR FRIENOLY FORD DEALER NOW ! 


OUT IN FRONT—Winner of the Kerwin H. Fulton medal for 1951 is this 24-sheet 

poster of the Ford Motor Co. The prize-winning poster was painted by Scott Johnson. 

J. Walter Thompson is the agency and Wallace W. Elton is the art director. The 

Fulton medal is awarded annually by Art Directors Club of New York for “out- 
standing excellence in ovtdoor advertising poster design.” 


DELEGATES REGISTER—This was the registration desk at the 
National Newspaper Promotion Assn. meeting. At the left, taking 
registrations, are Mrs. Ida Short, Louisville Chamber of Commerce; 
Douglas Cornette, Louisvilie Courier-Journal, and Mrs. Virginia 


ASSOCIATION OFFICERS—New officers of the Southern California Broadcasters 
Association meet for the first time. From left: A. E. Joscelyn, director of operations, 
CBS-Hollywood, outgoing president; Robert Reynolds, manager, KMPC, Los Angeles, 
board member; Thelma Kirchner, manager, KGFJ, Los Angeles, secretary-treasurer 
KBIG, Catalina Island, boord member; 
manager 


Robert McAndrews, commercial manager, 
Calvin J. Smith, manager, KFAC, Los Angeles, president. Frank Burke Jr., 
KFVD, los Angeles, v.p., was not present 


INDUSTRIAL EDITORS 
Minneapolis, played host to Twin Cities industrial editors during 
the May 20-23 Internctional Council of Industrial Editors con- 
ference in Minneapo! “Dinner at the Adams” show. Co.; Bob Gillis, Weyerhaeuser Soles Co.; 


Seated clockwise aro 


Enquirer, 


a 


on his 
nd the Adams dinner table are Mr. Adams 
Margoret Topp, Nor'hwestern National Life Insurance Co.; Jim 


McGurk, also from the Chamber of Commerce. Checking in are 
Frank Knight, Gazette, Charleston, W. Va.; Russ Simmons, Cleve- 
land Press; Ed Doliriehs, Cincinnati 
Cooper, John Budd Co., Chicago. 


and James J. 


AIRED—Cedric Adams 


a 
BEPNSTEIN 


Advertising Age. May 26, 1952 


THE WINNAH—Robert Downing (left), former newspaper man ond now a theatrical 
stage monager, accepts ao $2,000 top prize in the 1952 Dr. Christian script-writing 
contest. Congratulating him are Jean (Dr. Christion) Hersholt; Dorothy B. McCann, 
producer for McCann-Erickson, and Arthur B. Richardson, president of Chesebrough 
Mfg. Co., sponsor of “Dr. Christian” for its 15 years. Runners-up included Richard 


Cook, with Foster & Kleiser Outdoor Advertising, San Francisco, who got $500, and 
Normon J. Traynor of Brooke, Smith, French & Dorrance, Detroit, who won $350 


LUNCH HOUR ART—Dovid Feist of Harold F. Stanfield Ltd. is shown pointing to 

an art piece during one of the agency's lunch hour talks on “Paintings by the 

Masters.” Held semi-monthly in the Montreal agency's board room, the discus- 
sions were the suggestion of art director Harry Steinfield. 


Keith, Minnesota Mining & Mig. Co.; Georgina Hamilton, Car- 
gill Inc.; Al Wash, Honeywell Regulator Co.; Robert 
Sutton, WCCO program director; Barbara Fisher, Green Giant 
Jean Baumgarten, 
Northwestern Notional Bank; Bill Powell, Pillsbury Mills. and Mrs 
Adoms. 


(right), WCCO, 


NON-DURABLES PANEL—Discussing current trends in non-durable goods selling at the Chicago Tribune's 
third annual Distribution and Advertising Forum on May 21 were, in the usual order, 
W. S. Shafer, v.p.. Armour & Co 


director of trade relations, National Biscuit Co 


J. Sidney Johnson 
George 1. Clements, 


moderator; 
Moyer Jr., 


C. R. Orchard, McKesson & Robbins Inc. 
Maurice L. Rothschild & Co., and Melvin Brorby, v.p., Needham, Lovis & Brorby. 


Jewel Tea Co.; Robert F. Elrick, Elrick, Lavidge & Co.; S. R. Bernstein, editor of Advertising Age ond panel 


Meyer Kestnboum, Hart, Schaffner & Morx; David 
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Advertising Age, May 26, 1952 
‘Fringe’ Competition 
Killing Independent 
Appliance Dealers 


New York, May 20—Indepen- 
dent appliance, radio and TV 
dealers are being forced out of 
business, according to the current 
issue of Electrical Merchandising 

Profit margins have been cut, 
the McGraw-Hill publication says, 
and costs have increased so that 
franchises have become meaning- 
less. Reason is the opening of all 
kinds of fringe outlets. 

Until the present crisis, EM 
of all appliances. 

Among the reasons given for the 
changed situation: mail order 
chains have multiplied and ex- 
panded their own outlets; spe- 
cialty appliance chains have 
sprung up in metropolitan mar- 
kets; department stores have 
pushed branches into the suburbs; 
| discount houses have grown, and 

factory branches are gradually re- 
placing independent distributors. 


8 Dealers have faced crises before, 
the merchandising paper points 
out, but this time they are fight- 


own manufacturers and distribu- 
tors. 
“It’s time manufacturers stopped 


tance of strong, integrated, re- 
sponsible dealer groups, while by- 
passing dealers in the pressure to 
move merchandise at any cost,” 
the magazine concludes. 


Barney Lavin Inc. Changes 
Name, Elects New Officers 
Barney Lavin Inc., Fargo, 
D., agency, has elected new offi- 
/ cers and changed its name to O’La- 
! vin, Flint & Associates. (Barney 
Lavin, president of the agency, 


covered that his family name orig- 
inally was O’Lavin.) 
Flint, with the agency since its 
start in 1946 and v. p. since 1947, 


Horold Flint 


Barney O'Lavin 


has been elected executive v. p 
and general manager. 

Other officers elected are Rich- 
ard C. Rosenthal, who joined as 
account executive in 1950, v. p.; 
Lee Holland, who also joined in 
1950, assistant treasurer, and Car] 
Higgins, with the agency for two 
years, assistant secretary. Mr. O’- 
Lavin has been reelected president 
and treasurer; Harold Bangert, v 
p., and Dorothy O’Lavin, secretary. 
In addition to handling advertis- 
ing accounts, the agency in the fu- 
ture will offer a complete public 
relations service. 


Jerry Lester Sues NBC for 
$112,000 Contract 

Comedian Jerry Lester has filed 
a $112,000 suit in New York Su- 
preme Court against National 
Broadcasting Co. for alleged 
breach of contract. He charged 
that the network stopped paying 
him $4,000 weekly April 5 on an 
extended contract which still had 
28 weeks to run 

Although seen on TV rarely 
since he quit “Broadway Open 
House” last year, Mr. Lester has 
been receiving a regular salary 
from NBC as a part of the pact 
secured from the network when his 
late evening show was one of the 
most talked about attractions on 
TV 


Turk Joins Storycraft Inc. 

Jerry Turk, formerly with Beau- 
mont & Hohman, Cleveland, has 
joined Storycraft Inc., Cleveland, 
to write scripts for industrial films 
and sales shows 


says, independent dealers sold 65% | 


ing competition from some of their | 


paying lip-service to the impor-| 


N. | 


recently visited Ireland and dis-} 


Harold E.' 


i 3 


BAB Issues Booklet meal-time 
A 48-page booklet, “Automobile gestion 
Dealers Using Radio Successfully,” one 
is being distributed to members of Bay's English Muffins use 


Broadcast Advertising Bureau. The 
presentation, based on a BAB sur- 
vey of 430 stations, contains an ex- 
tensive list of auto dealers re- 
ported using radio with consistent 
success. 


ear card advertising with 
humer and appetite appeal 
as a sales maker for this fine 
product. In full color, Bay's 
shows how their muffins solve 
a meal-time problem 


Promotes Allan Moore 

Allan Moore has been promoted 
to Montreal manager for Canadian 
Homes & Gardens and subsidiary 
publications by Maclean Hunter 
Publishing Co. 


California Transit 
Advertising, Ine. 


2233 Beverly Boulevard 
Los Angeles 4, California 


| 


. poor a BSN’s power... 
to sell MORE building products 


“BUILDING SUPPLY NEWS has been and 
is a partner in the successful operation 
of our business. It feeds us the minerals 
and vitamins that keep our business 
young and growing.” 


Adolph Lubin 
Barker-Lubin Company 
Springfield, Illinois 


Here’s proof of the power of BUILDING SUPPLY NEWS in the building material market. 
The BSN man who calls on you has scores of tributes similar te the above from supermarket merchants 


like Adolph Lubin of Springfield — merchants whose sales run into seven figures. 


BSN’s supermarket merchants are the annual outlet for almost 8 billion dollars worth of adhesives 


and axe handles, flooring and floor polish, homes and home appliances, patio furniture and 
paints — and, of course, most of the lumber and building materials sold in the United States. 


Their customers include 100,000 building contractors, 46 million families and farmers. 


They are the direct highway to a multi-billion dollar remodeling and repair market. 


BSN is indeed a partner with these building material supermarket merchants. You join in this highly 
productive partnership when you advertise your products and services in BUILDING SUPPLY NEWS. 


Afflicted with 6 bag me Industry Mago- 
zines comprising the most distin- 
guished publications in the building in- 


_» BUILDING 


Merchant, Ceramic , Ceramic Data 
Book, Brick ond Clay Record, Masonry SU PPLY NEWS 
Building (formerly Modern Brick Builder). 


5 South Wabash Avenue, Chicago 3, Illinois 
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Small Brewers 
Are Cutting 
Ad Budgets 


New York, May 20 


Advertising 


media will get less money from 
small brewers tn 1952 

That is the conclusion of a re- 
cent round-up of nearly 200 mem- 
bers of the Small Brewers Assn., 
us reported by American Brewer 

Proposed budgets for 1952 call 
for an average per barrel outlay 
of $1.17. This is 6¢ less per barrel 


Even “Talking Weather 
you can be interesting 
when you’re “‘on top” 


Ye smal) ads you have a chance some 


day to’ ‘talk weather’’ and be int ti 
JAY Px Proof on request. There's no obligation 
WAL advertising typographer 
11 EAST HUBBARD ST., CHICAGO 14, ILL. 


| brewers. Spending an average of| lowest of all the small brewers. 


| to $1.40 per bbl. for 52. Last year’s; Brewer says, “seem to be getting 


)00 bbl. a year,” 
“have pulled 
lightly for °52, 
last year’s 83¢ 
owest allotment 


than the brewers reported spend- making under 2: 
ing for promotion in 1951. the magazine s 
The report gives no indication their horns in 
where brewers plan to trim, nor| dropping 2¢ fro 
anticipated allotments for various | per bbl. average. 


Ss, 


media. (42¢) remains e same as last 
year, but the hig :est has been cut 
a “The ‘big league’ among the| back 2¢ to $1.25 This group,” the, 


small brewers—those in the plus brewing paper s: \’s, “is notable in 
200,000 bbl. group,” American that one-fourth °f these brewers 
Brewer says, “invested an average | bought no outdc« or advertising at 
of $1.27 per bbl. in advertising last) all in ’51 

year, and plan to up it 10¢ in ’52.)} 


The bullish feeling carries over to|@® “Brewers in t ¢ 50-100,000 bbl 
both the lowest and the highest/class plan to re erse the general 
spenders in this class. The bot-| trend this comi:g season, spend-| 


tom brewer, who spent $1 per bbl.| ing $1.15 per bb!. on the average, 
in '51, plans to spend $1.25 this| as compared to $1.09 in ’51. There | 
year, The top man has raised his|is a general upswing within this | 
ante from $2.28 to $2.30 for the | group, even though the highest ex- 
coming season |penditure planned, namely $2, is 

“A serious drop is shown in the | 29¢ under the highest of last year, 
52 budgets of the 100-200,000 bbl.;and the lowest remains at 16¢, | 
$1.69 last year, this group has cut | “Newspapers,” the American 
high man has dropped from $2.10 | proportionately less of the brew- 
to $1.50. Bottom expenditure, how- ers’ dollars in the groups over 50,- 
ever, will jump 2¢ to $1.30. 000 bbl. Only a handful of brewers 

“The really small brewers—those | producing under 100,000 bbl. 


IF YOU WANT YOUR CATALOGUE...OR BOOKLET... 
OR HOUSE ORGAN... TO BE READ 
FROM COVER TO COVER... 


PREFERABLY, a cover of 

BUCKEYE or BECKETT—the good-look- 

ing, long-wearing cover stocks which have 

long been the first choice of admen and printers 

everywhere. 13 colors, 9 finishes, to choose from 

in the BUCKEYE line; 10 colors, 9 finishes, in the 

lower-priced but very attractive BECKETT line. 
New sample books on request. 


ra? 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 
IN HAMILTON, OHIO 
rh) 
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An Important Message 
to Everyone Who Buys a Car “On Time" 


DON’T BE MISLED. 
BY “EASY TERMS” 


xe et * * 


HY pow ane tempted to Duy 2 car with Httle or nucty 
lng down—and take up to 3 or 4 years to pay—Oeware’ 

‘These are not “easy corms” at all They are 
fect very hard terme indeed 

Look at thie may It costs money to borrow 
monty The more you borrow. and the longer you keep 
it, the more i costs you 

The cheapest way to buy 6 car is to pay cash out- 
right That way you have no finance charges at ah. 

The next cheapest way to buy @ car is to pay as 
mxh down as possible and the rest a s0on as possible 


it oe ue however chat f you arrange payments 
that are too Migh for comfort. your car may be & burden 
Weleed of s pleomsre 
On the other hand, if you pay lem than you can 
comtortably eford you are paying for inaming servus 
you do not need 
suit your purse Pay es much down as you comfortably 
can, and pay the rest as soon as you comfortably can. 
That is the safest. soundest course for you—and 
that makes it the best thing for ow country 


xeek tk 


Published in the 


Public Interest by 


GENERAL MOTORS ACCEPTANCE CORPORATION 


THE GMAC THRIFT-GUARD PLAN—THE COMPLETE 
AND FLEXIBLE TIME PURCHASE PLAN 


ems Aa penne dO tect Oh ate om rg 


@@vRourT + porTAc + cLOmeens + BUNCE - 


CADTLLAC wee cok emt coms af all mnhen che FRIGIDAIRE PRODUCTS + DELCO APPLIANCES + Gm DIESELS 


GMAC WARNING—Close on the heels of Regulation W’s cancelation, General Motors 


Acceptance Corp., New York, ran this page in newspapers warning would-be auto 


buyers against long-term time payments. 


Campbell-Ewald placed the copy. (Story 


on Page 54.) 


|tackled TV in ’51. But the ratio of 
| expenditures in various media does 
| not lend itself to ready interpreta- 
| tion.” 

Appoints Waldie & Briggs 
Whiting Corp., Harvey, Ill., has 
| appointed Waldie & Briggs, Chi- 
| cago, to handle advertising for an 
| expanded advertising, merchandis- 


ing and sales promotion for all its) 


activities. The agency has been 
handling Whiting’s materials han- 
dling and foundry equipment di- 
visions. A special campaign is 
planned for news magazines and 
business and management publi- 
cations. Also, the company is push- 
ing two new additions to its line 
of materials handling equipment, 
the Trackmobile, a “jeep-size” 
gasoline switch engine that travels 
on both roads and rails, and Tram- 
beam, an improved overhead 
monorail system. 


Kate Rubin Joins Grey 

Kate Rubin, formerly with Ad- 
| vance Pattern Co., New York, has 
|joined the copywriting staff of 
| Grey Advertising, New York. 


NBC-AM Names Davidsons 

Walter Davidson, formerly di- 
rector of western operations for 
'Lang-Worth Feature Programs, 
|has been appointed manager of 
|radio spot sales for the National 
| Broadcasting Co. in Hollywood. 
William Doty Edouarde, who has 
been doubling as NBC’s manager 
of radio and TV spot sales in Hol- 
lywood, is now assigned exclu- 
sively to television. 

William Davidson, formerly with 
the sales force of Free & Peters, 
station representative, has been 
appointed eastern sales manager 
for radio in the National Broad- 
casting Co.’s national spot sales 
department. 


Uses Products as Mailing Piece 
Crystal Transparent Corp., New 
York maker of transparent flexible 
packaging materials, is sending out 
mailing pieces made of its prod- 
ucts. The mailing piece is an actual 
letter, rendered in four colors, on 
cellophane or some cther material. 
The company plans to continue the 
campaign using different flexible 
package materials each month. 


white. 


W. do only one thing 
but that one thing we 
do superlatively well. 

We make engravings... 
color and black-and- 
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Advertising Age, May 26, 1952 


Good Year for Non-Durables Is Predicted at 
‘Tribune’ Forum; Durables Picture Doubtful 


(Continued from Page 1) 

the blame for a slow appliance 
market at the manufacturers’ door, 
arguing that the margin given to 
the distributor was too small. But 
Mr. Sweeney, for the manufac- 
turers, took retailers to task. He 
urged them either to improve “ro-| 
bot” selling or to “show us that 
robot selling, backed up by our 
millions of dollars of advertising, 
will move merchandise.” 

Mr. Stratton stated the case for 
the retailer, in much the same 
terms as Mr. Sampson. Too little 
markup is allowed, he said, for a 
retailer to do a “good selling and} 
servicing job.” Mr. Weldon also! 
threw in a good word for the re- 
tailer, asserting that manufac- 
turers’ salesmen at times tend to 
load retailers’ salesmen with too 
much data on products. 


@ When they weren’t looking for a 
scapegoat, panel members often 
were in agreement on various 
questions. They were in accord on 
the increasing need for pre-selling 
via advertising in the light of more 
and more self-service. And no dis- 
senting voices were raised when it 
was suggested that retail sales- 
men should be better trained. 

While acknowledging the trend 
towards self-service, and the rapid 
growth of suburban one-stop shop- 
ping centers, panel members gen- 
erally didn’t feel that self-service 
would become an important factor 
in the durable goods field for some 
time. 

Non-durable goods panel mem- 
bers also took some potshots at 
each other, but the participants 
seemed so imbued with the feel- 
ing that '52 would be a good year 
that it took some of the sting out 
of their complaints. Asked how 
business in their fields looked to 
them, each member in turn pre- 
dicted that ‘52 sales would equal 
or better last year’s. 


s J. Sidney Johnson, director of 
trade relations, National Biscuit 
Co., was the keynote speaker for 
the soft goods panel. Other mem- 
bers were W. S. Shafer, v.p. of 
Armour & Co.; George L. Clements, 
president of Jewel Tea Co.; Robert 
E. Elrick, president of Elrick, Lav- 
idge & Co.; C. R. Orchard, district 
drug sales manager in the midwest 
region for McKesson & Robbins 
Inc.; Meyer Kestnbaum, president 
of Hart Schaffner & Marx; 
David Mayer Jr., president 
of Maurice L. Rothschild & Co., 
and Melvin Brorby, v.p. of Need- 
ham, Louis & Brorby. Moderator 
for the panel was S. R. Bernstein, 
editor of ADVERTISING AGE. 

A lively discussion of coopera- 
tive advertising allowances got 
under way when Mr. Johnson said 
that such allowances had become 
merely a “device whereby a re- 
tailer can get money from manu- 
facturers.” (National Biscuit 
doesn’t make cooperative allow- 
ances.) - 


8 George Clements took issue with 
Mr. Johnson, saying that retailers 
want cooperative support so that 
manufacturers won't let “dead” 
items collect on the store’s shelves. 
Mr. Shafer blamed manufacturers 
for much of the mixup about co- 
op allowances. Armour, he said, 
feels that it gets its money’s worth 
for the cooperative advertising it 
does, but many manufacturers err, 
in his opinion, by not telling the 
retailer what they want him to do 
with the allowance. 

Mr. Mayer and Mr. Kestnbaum 
locked horns on co-op allewances 


in the clothing industry. A smart 
manufacturer, Mr. Mayer asserted, 
will use a great deal of cooperative 
advertising in a city like Chicago. 
Mr. Kestnbaum demurred, saying 
that Hart Schaffner felt its pri- | 
mary job was to persuade its re- | 


|A. C. Nielsen Co.; 


tailers to do a good job. In too 
many cases, he added, a retailer 
gets used to having a co-op allow- 
ance coming in and doesn’t really 
put it to effective use. 

Mr. Mayer drew a round of ap- 
plause when he told the audience 
that Maurice L. Rothschild has run 
an ad in the Chicago Tribune every 
single day for the past 30 years. 


# Mr. Clements cited some inter- 
esting figures on Jewel Tea opera- 
tions when he was asked if food 
chains weren’t being shortsighted 
in reducing the number of items 
they carried. He denied that this 
was so, and said tkat Jewel had 
carried 1,862 items in 1949, 1,940 
items the next year, 2,072 in ’51 
and 2,081 currently. 

New items added by Jewel in the 
past ten years include prepared 
salads, frozen foods, ice cream, hot 
roll and cake mix, dietetic foods. 
The chain also has put in such 
non-food items as nylon stockings, 
canvas gloves, etc., he said. 

Since 1941, Jewel’s store sales 
have increased 450%, Mr. Clem- 
ents revealed. New food items have 
accounted for 8.3% of this in- 
crease, while non-food merchan- 
dise has been responsible for 4.5% 
of the increase. Currently, new 
food items account for 11% of 
total sales volume and non-food 
items make up 6% of the total. 


@ Many manufacturers are com- 
pletely unaware of the new con- 
cept of selling that is necessitated 
by the growth of self-service, ac- 
cording to Mr. Johnson. They’ve 
got to learn the importance of pre- 
selling through increased advertis- 
ing, he said, and they’ve got to do 
a better job of training their own 
salesmen. 

The dynamic National Biscuit 
executive stressed the importance 
of making every manufacturer’s 
salesman a “distribution expert.” 
He should think more in terms of 
“how can I help my custamers 
move goods” than just in terms of 
selling as much as he can, re- 
gardless of a retailer’s needs. 


® The alert druggist won’t have 
to worry about the supermarket 
running him out of business, Mr. 
Orchard told the forum. To help 
druggists meet the competition of 
the new supermarket drug sec- 
tions, McKesson & Robbins and the 
National Wholesale Druggists Assn. 
are urging them to adopt a four- 
point program, he said. 

The program calls for (1) more 
advertising, (2) store moderniza- 
tion, (3) more complete stocks of 
merchandise, and (4) _ better 
trained sales people. Some retail 
selling training schools are already 
in operation, he added. 

The inroads that other outlets 
have made on drug store sales are 
shown by comparative figures for 
chain drug stores, Mr. Orchard 
pointed out. These show that about 
5,000 chain drug outlets were do- 
ing 25% of the business in the 
field ten years ago, and are doing 
only 20% today. 


@ The role of the social sciences 
in the field of advertising was dis- 
cussed by the third (and best at- 
tended) forum panel. Such terms 
as “motivation,” “interaction,” 
“projection” and “repressed libido” 
were the order of the day. 

Milton H. Biow, president of 
the Biow Co., was the keynote 
speaker. On the panel were Ed 
Weiss, president of Weiss & Geller; 
Dr. Burleigh Gardner, executive 
director of Social Research Inc.; 
Fred K. Leisch, executive v.p. of 
Bob Koretz, 
v.p. of Foote, Cone & Belding; 
Budd Gore, ad manager of Mar- 
shall Field & Co.; Albert Sherer, 
v.p. of McCann-Erickson, and 
Edward L. Bernays, public rela- 


Radio Distributing Corp.; Otis L. Waller, 
W. A. Blees, v.p. of Avco Mfg. Corp. The 


tions counsel. Moderator for the 
panel was C. B. Larrabee, presi- 
dent of Printers’ Ink. 


@ Mr. Bernays and Mr. Biow were 
the protagonists at this session. 
The former stated the case for 
applying the principles of psychol- 
ogy and sociology in order to get 
more effective advertising. His 
energetic “opponent” advocated 
taking a good product and mixing 
it with good merchandising, more 
and better research and a lot of 
showmanship. 

Mr. Biow also stressed the im- 
portance of putting a little “ex- 
tra” effort into advertising plan- 
ning. He cited the Toni Co. (not 
a Biow client) as an example of 
an advertiser that keeps on its 
toes. 

When Toni first brought out its) 
home permanent kit, it advertised | 
that a Toni was “just like a $35 
beauty shop wave,” he said. When 
Mr. Biow’s agency was preparing 
|to launch a campaign for Procter 
|& Gamble’s Lilt, it hit on the idea 
|of comparing it with the natural 
| wave in a woman’s hair. Not to| 
| be outdone, Toni quickly dropped | 


| 


its $35-wave comparison and) 
started its “which twin has the 
Toni?” advertising. That’s good 


advertising, in Mr. Biow’s opinion. 


@ Mr. Bernays paid tribute to Mr. 
Biow’s “genius,” but said that not 
all admen are. possessed of 
Milt Biew’s ability, so they must 
depend on the wealth of data of- 
fered them by the social sciences. 
He deplored the fact that so few 
admen are making use of val- 
uable information on human mo- 
tivation and behavior, which is 
“available in any good public li- 
brary.” 

Mr. Weiss told the audience that 
his agency had turned to the social 
sciences several years ago because 
“we felt that many of the old, 
sure-fire copy slogans just weren't 
selling any more.” 

As a result, Weiss & Geller liter- 
ally has sent its staff “back to 
school,” he said. Once a week all 
of the agency’s personnel that work 
on accounts meet with a different 
social scientist who is prominent 
in his field, and they go over both 
their own and other agencies’ cam- 
paigns. 


@ Mr. Weiss described one cam- 
paign conducted by the agency, 
which was based on a psychologi- 
cal approach to a particular prob- 
lem faced by the advertiser. Ap- 
plying social science methods, the 
agency was able to conduct a very 
satisfactory campaign for the cli-! 
ent, he said. | 

In answer to a question as to| 
whether or not the word “new” is | 
still very effective in a headline, | 
both Mr. Biow and Mr. Gore un-| 
hesitatingly—and simultaneously | 
—answered “yes.” Commenting | 
further on retail advertising, Mr. | 
Gore said that one of the most in- 
teresting things that Marshall Field 
& Co. has noted is that the price | 
of an item is far from being the! 


AT THE TRIB FORUM—Three speakers get together with one of their hosts at the 
Chicago Tribune’s third annual Distribution and Advertising Forum last week. Panel 
participants are, left to right, C. F. Parsons, v.p. and general manager of Zenith 


v.p. of Western Avenue Sales Inc., and 
Tribune representative at right is Wallie 


Kurz, manager of general advertising. 


biggest factor considered by cus- 
tomers who read Field ads. 


s Mr. Biow offered some general 
comments on today’s advertising 
scene in his opening remarks. Not- 
ing that national ad budgets are 
well below what they were in 1940, 
in relation to total income, he said 
that American business “badly 
needs to increase its advertising 
effort.” He urged continuing ef- 
forts to improve and perfect prod- 
ucts, and stressed the importance 
of creative effort and showman- 
ship. 

A good example of the latter, 
he said, has been the “tell time by 
the stars” campaign for Bulova 
Watch Co. The watch company 
currently is spending a whopping 
$5,000,000 per year just for its 
time announcements on television, 
he said. 


Audit Bureau Vote 
Shows 128 Against 


Renewal Percentage 


Cuicaco, May 20—One hundred 
and twenty-eight members of the 
business paper division of the 
Audit Bureau of Circulations have 
voted to eliminate renewal per- 
centages in publishers’ statements. 

The vote was the result of a 
questionnaire sent out last fall to 
the 375 ABC members, 222 of 
whom sent back replies. Ninety- 
four members indicated that re- 
newal percentages should be re- 
tained in the statements. 

The questionnaire also asked 
the publishers to indicate their 
preference on the method to be 
used in figuring renewals. An- 
swers from 275 members put 136 
in favor of the “exact” method 
now in use. Seventy-four favor the 
“period” method, whereby the 
number of expirations in a given 
period is matched against all re- 
newals during the same period. 
Sixty-five prefer the “issue’”’ meth- 
od of analyzing one issue to de- 
termine how many of the subscrip- 
tions on the list had renewed one 
or more times. 

A possible next step, according 
to the ABC, is a questionnaire di- 
rected to advertising agency and 
advertiser members. 


George McMillan Elected 
Head of N.Y. Adclub 

George S. McMillan, v.p. of 
Bristol-Myers product division, has 
been reelected president of the Ad- 
vertising Club of New York. Other 
officers elected are Stanley Resor, 
president of J. Walter Thompson 
Co., v.p., and James A. Brewer, 
board chairman of Brewer-Can- 
telmo, treasurer. 

The club has presented Arthur 
Godfrey with the Bronze Plaque 
of Achievement. 


Fletcher Leaves Munsingwear 

G. A. Fletcher, sales and mer- 
chandise manager of the Foundette 
division of Munsingwear Inc., Min- 
neapolis, is retiring after 46 years 
in business, 17 of them with Mun- 
singwear. He will continue in an 
advisory capacity. 


Radio Aftiliates 
Huddle Nervously 


on Rates, Research 


New York, May 23—Rates and 
research were the main consider- 
ations of the Radio Affiliates 
group during a two-day session 
| here this week. 

The subject of most immediate 
concern to the broadcasters—radio 
rates—was tackled in a somewhat 
round-about fashion. It was clear 
that the group was fearful that 
|further nighttime network rate 
cuts are in the offing. However, 
none of the affiliates present had 
been formally notified of scheduled 
rate changes—up or down-—by 
| their networks. 
| Officially, the committee, which 
|is headed by Paul Morency of 
| WTIC, Hartford, has this to say 
|about rates: 


|@ “Affiliate representatives of each 

network expressed grave concern 
over the current competitive net- 
work sales and rate situation 
which is at such variance with the 
great resurgence of radio as a 
medium in terms of audience and 
volume of business at the local and 
national spot levels. 

“No joint action was contem- 
plated, but the individual commit- 
tee members indicated they will 
}consult with their respective net- 
works.” 

Principal development on the 
research front was a progress ree 
port from Edgar Kobak, president 
of Advertising Research Foundas 
tion and a committee member, of 
what had happened since the come 
mittee recommended that thé 
Broadcast Advertising Bureau také@ 
_on the responsibility of forwarding 
an over-all study to evaluate thé 
techniques used for measuring ra* 
dio’s audience. The committe 
made a resolution to this effect at 
the last National Assn. of Radio & 
Television Broadcasters convene 
tion in Chicago, and suggested that 
the project be discussed with thé 
ARF. : 


|}@ At a press conference whic 

followed the meeting, Mr. Koba 

said the ARF is ready to appoin' 

a committee of “experienced peo 
| ple in the advertising, research an 

| agency fields” to make the stud 

if the BAB agrees to finance th 

| work. Mr. Kobak, who is als 

chairman of the BAB'’s ae 
|committee, said he believed the 
| project could be completed for 
| considerably less than $25,000. 

A decision on whether BAB will 
| agree to furnish the money for the 
| study is expected to be made Mon- 
'day (May 26) when the executive 

and finance committees meet. 


| Gilman Elected President, 

| Lewis Chairman of Agency 

| Wesiey A. Gilman, executive v.p. 
of Lewis & Gilman, Philadelphia, 
|has been elected president of the 
agency. 

He succeeds Paul L. Lewis, who 
has been elected to the new post 
of board chairman. Both men 
founded the agency in 1942 and 


Paul L. Lewis Wesley A. Gilman 


both have been in the advertising 
business for more than 20 years, 
having worked with other large 
agencies. 


Broker to Bachman, Kelly 
Donahue, Pape & Rutledge, 
Pittsburgh investment broker, has 
appointed Bachman, Kelly & 
Trautman, Pittsburgh, to direct its 
advertising and public relations. 
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LITTLE PARTY—When Henry G. Little (second from left), execu- 
tive v.p. of Campbell-Ewald Co., went down to Dallas recently, 
the welcome mat went out with a flourish. Seen here at a 
luncheon for him (left to right) are Amon Corter Jr., president of 


the Fort Worth Star-Telegram and WBAP; Mr. Little; E. M. (Ted hond 


Dealey, president of the Dallas Morning News and WFAA; John 
W. Runyon, v.p. of the Dallas Times Herald and president of 
KRLD, and Bert N. Honea, v.p. and general manager of the 
Star-Telegram. Dallas-Fort Worth media executives were also on 


Oesterle Named Ad Manager Hosiery Trade Group Elects Williamson 


has been pro- 
advertising manager of 
Homes Inc., New Al- 
bany, Ind., a subsidiary of U.S 
Steel. Mr. Oesterle came to Gunni- 
son three years ago from another 
U.S. Steel unit, Tennessee Coal 
and Iron division, in Birmingham 
Before that he was with Batten, 
Barton, Durstine & Osborn. 


Karl R. Oesterle 
moted to 


Gunnison 


New York, May 21—W. F. Wil- 
liamson, executive v.p. of National 
Coffee Assn. for the past 23 years, 
was elected president of National 
Assn. of Hosiery Manufacturers to- 
day, effective July 1. He succeeds 
the late Ear! Constantine, who was 
the organization's chief executive 
for 20 years before his death last 
January. 


WLW-C Appoints Burgess 


James Burgess, formerly na- In making the announcement, 
tional ‘sales representative for the S- F. Rubin. retiring board chair- 
Columbus Citizen, has been ap- man, said that Mr. Williamson’s 
+ pointed sales executive of WLW-C, selection was made in keeping 


Columbus, Crosley Broadcasting with the new emphasis on mer- 
1c orp. television outlet 


association plans. Mr. Williamson 
is expected to give special empha- 


sis to the development of new mer- 


JUST ASK FOR MARIE: 


Cail WAbash 2-8655 and ask for - . 
Marie Maize on your next multi- chandising practices. 
graph, mimeograph, addressing or In his work with the coffee in- 


Buffalo leads the entire nation in flour milling, producing 13,381,244 


barrels in 1951 and employing over 3500 people in this industry. 
The Buffalo Area ranks 10th in the United States in total manufac- 
turing employment, with 183,876 industrial workers. 
In this outstanding market the Buffalo Evening News leads in city 
and retail zone circulation, with the largest in New York State outside 
of greater New York 


SELL THE NEWS READERS 
AND YOU SELL 
THE WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 


Editor ond Publisher National Representotives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


chandising and promotion that the} 


mailing job. Quick pick-up and de- 

livery, fast and accurate work, plenty dustry, Mr. Williamson was cre- 
of experienced personnel, charges dited with creating a new type 
always in line. THE LETTER SHOP ee ve 
Ine., 431 8. Dearborn St.. Chicego 5 of trade organization made up| 
(Now in our 24th successful year.) of apparently divergent interests, | 


including importers, jobbers, man- 
ufacturing wholesalers, private 
label manufacturers, chain stores 
and wagon route distributors. 


® In the annual report of NAHM, 
released today, it is pointed out 
that unit-wise total hosiery ship- 
ments in 1951 were the fifth high- 
est in the history of the industry. 
During the year, “the industry 
produced 154,750,479 dozen pairs 
of hosiery of all types, compared to 
160.485,869 in 1950. Total hosiery 
shipments in '51 were 153,399,913 
against 161,093,218 in 1950.” 

Henry A. Lineberger, secretary- 
}treasurer, Knit Products Corp., 
| Belmont, N.C., succeeds Mr. Rubin 
las board chairman. Robert E. 
| Chesebro, president, Hand Knit 
Hosiery Co., Sheboygan, Wis., and 
J. F. McCrary, treasurer, McCrary 
Hosiery Mills, Asheboro, N. C., 
were elected vice-chairmen. Frank 
R. Riesenberger, president, Van 
Raalte Co., New York, was re- 
| elected treasurer, and Ruben C. 
Ball was reelected secretary. 


| Hotpoint Inc. Boosts McDaniel 
ore fo Manager of Marketing 


John F. McDaniel has been pro- 
moted to marketing manager of 
Hotpoint Inc., Chicago. He was 
sales manager. 
He will be re- 


recting all com- 
pany marketing 
activities. 

Mr. McDaniel’s 
entire business 
career has been 
with Hotpoint. 
He began in 1934, 
after graduating 
from the Univer- 
sity of Illinois, by 
enrolling in the 
company’s first special sales 
course. Since that time he has held 
positions in sales administration in 
all areas of the company’s business. 


John F. McDaniel 


Bardahl Sets Up PR Dept. 

Bardahl Mfg. Co., Seattle maker 
of Bardahl oil and other products 
has set up an internal public rela- 
tions and advertising department. 
John M. Haydon, formerly public 
relations director for the Port of 
Seattle, will head the new depart- 
ment. Mr. Haydon is succeeded by 
Ed E. Simonds, formerly with the 
Seattle Chamber of Commerce 
public relations department. Bar- 
dahl is currently running color 
pages in Collier's, Coronet, Life 
and The Saturday Evening Post. 
Wallace Mackay Co., Seattle, is 
the agency. 


Agency Names Gauss, Haid 


Charles F. Gauss, formerly a 
copywriter for Ridgway Co., St. 
Louis, has been appointed a copy- 
writer for Oakleigh R. French & 
Associates, St. Louis. William R. 
Haid, formerly production man- 
ager for Shaffer-Brennan-Margu- 
lis Advertising, St. Louis, has been 
. named production manager. 
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National Nielsen-Ratings of Top Radio Shows 
Week of April 6-12, 1952 
All tigures copyright by A. C. Nielsen Co. 


CURRENT 
RANK PROGRAMS ny rat 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,696) (6.3) 
1 Jack Benny (American Tobacco. CBS) 6,120 4 
2 Lux Radio Theater (Lever Bros. CBS) ........ 6.035 143 
3 Charlie McCarthy Show (Lever Bros., CBS) aad 5.093 7s 
4 mos 'n’ Andy (Rexall, CBS) .............. sbixees 4.965 3 
5 You Bet Your Life (DeSoto-Plymouth. NBC) ._. Siig 4.580 _s 
5 Arthur Godfrey's Scouts (Lever-Lipton, — Fate iicwea 4.194 7 
7 Dragnet (Liggett & Myers, NBC) .. : 4109 o. 
g People Are Funny (Mars, CBS) .......................... 3.980 a6 
9 Our Miss Brooks (Colgate, CBS) ...........................° 3.980 He 
10 Fibber McGee & Molly (Pet Milk, NBC) ..... 2.2. .22.2 70/75" °° 3'g95 oi 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,669) (3.9) 
1 One Man's Family (Miles Labs, NBC) ...... ; 2.696 ‘ 
2 Lone Ranger (General Mills, ABC) ........000 0 2654 & 
3 News of the World (Miles Labs, NBC) .. ; .. 2,611 ru 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1,926) (4.5) 
1 Arthur Godfrey (Liggett & Myers, CBS) 3,381 7 
2 Romance of Helen Trent (Whitehall, CBS) :3'167 3 
3 Wendy Warren and the News (General Foods, ces) ee 4 
4 Our Gal, Sunday (Whitehall, CBS) ...............0000 00 082 33 
5 Pepper Young's Family (P&G, NBC) ............ 2.996 7 
6 Perry Mason (P&G, CBS) e 2,910 zs 
7 Biy Sister (P&G. CBS) 2'910 $s 
« MII UII, 6 cc anecccsseccnescesnccecence 2,910 és 
9 Guiding Light (P&G, CBS) ................... 2868 ro] 
10 Aunt Jenny (Lever Bros., CBS) ..........-............. 2.825 66 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,113) (2.6) 
1 The Shadow (Wildroot, MBS) ...................-..... oon 22,354 5.5 
2 Hollywood Star Playhouse (American Bakers, NBC) .............. 1,926 45 
3 Martin Kane (U. S. Tobacco, NBC) .............. Ree: 3.9 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,498) (3.5) 
1 MM. Oe ee 2,782 6.5 
2 Grand Central Station (Toni Co., CBS) .......................... 2.097 49 
3 Give and Take (Cannon Mills, CBS) .....................0 0000, 2, 48 


Videodex Network TV Ratings 
Week of May 1-7, 1952 
Copyright by Jay & Graham Research Inc. 


Program Popularity Total | na Reached 


sponsible for di-| 


Rank ad ‘ogram (%) Rank rogram (000) 
1 I Love Lucy (Philip Morris, CBS) ..52.1 1 I Love Lucy (Philip Morris, CBS) ... .8,671 
2 Godfrey's Talent Scouts (Lever- 2 Red Skelton Show (P&G. NBC) .....6,352 

Gite, GERD ccccccscccsccess ... 43.5 3 Texaco Star Theater (NBC) ...... 
3 Red Skelton Show (P&G, NBC) ......39.3. 4 You Bet Your Life (DeSoto-Ply 
3 Godfrey & Friends (Toni, Pills- SS aaa 

“_ (rere 3 5 Godfrey & Friends (Pillsbury, Toni, 
5 You Bet Your Life (DeSoto- - Be eee 5,854 

mouth, NBC . 7 6 Colgate Comedy Hour (NBC) .... 5,012 
6 Texaco Star Theater (NBC) .......... 37.0 7 Your Show of Shows (Several spon- 
7 Your Show of Shows (Several spon- eeereenepeente 4,875 

sors, NBC) Bemace ..31.8 8 Fireside Theater (P&G, NBC) 2666 0} wee 
8 Colgate Comedy Hour (NBC) ........ 31.1 9 Philco TV Playhouse (NBC) . 4,801 
9 Fireside Theater (P&G, NBC) ... 30.9 10 Godfrey's Talent Scouts (Lever-Lip- 
10 My Friend Irma (Cavalier, CBS) ......30.2 Me EY cakeakacéeehaenene 4,793 

. 
Trendex TV Ratings 
May 1-7, 1952 
Covering 10 Three-Channel Cities 

I Love Lucy (Philip Morris, CBS) . 48.7 
Godfrey's Talent Scouts (Lipton, CBS) cosas 
Godfrey & Friends (Chesterfield, Toni, Pillsb ..37.0 
GE ED GUD eoecedcsccccessecvewrccenesvosceccescconstcscecensavcresesscasos 36.4 
Red Skelton Show (P&G. NBC) o aa 
Texaco Star Theater (NBC) ......... . 32.4 
Fireside Theater (P&G, NBC) . 31.6 
Your Show of Shows (Several Sponsors, NBC) . 30.5 
My Friend Irma (Cavalier, CBS) ........ 29.3 
What's My Line (Stopette, CBS) ......... ‘29.0 


AMERICA'S 
FIRST 
ENGRAVER 


EXCLUSIVELY 


DAY-NIGHT 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending April 26, 1952 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached Current 
Rank rogram (000) Program Popularity* Rating 
1 I Love Lucy (Philip Morris, CBS) ..10,753 Rank rogram (%) 
2 Godfrey & Friends (Liggett & 1 I Love Lucy (Philip Morris, CBS) ..... 63.9 
Myers, . 7,605 2 Godfrey's Talent Scouts (Lever-Lip- 
3 Texaco Star Theater (NBC) 7,559 OR TD sceenebserkssiaros 53.5 
4 Red Skelton Show (P&G. NBC) 7.421 3 Godfrey & Friends (Liggett & 
5 Your Show of Shows (Reynolds To- CE, GD cdc cigasicursoxsesoxeie 49.0 
bacco, NBC) 7.383 4 Red Skelton Show (P&G, NBC) ...... 46.8 
6 You Bet Your Life (DeSoto- Ply- 5 Texaco Star Theater (NBC) ........... 46.3 
mouth, NBC) 7,302 6 Your Show of Shows (Reynolds To- 
7 Colgate Comedy Hour (NBC) 7,175 CU TEEN n0nn.0 dasbasewdwes occs 46.0 
8 Your Show of Shows (Several spon- 7 You Bet Your Life (DeSoto-Ply- 
sors, NBC) .. 6,791 A, TED bcc.nd 60 daceddenpanadeu 44.6 
9 Robt. Montgomery Presents (S. C. GO Cee ee GID vcesdcsesssscees 444 
Johnson, NBC) 6,670 9 Your La of (Several spon 
10 Philco TV Playhouse (NBC). 6,644 O00, TEE éawasestecantstensecs’ 44.1 
10 Colgate Comedy Hour (NBC) ..........44.0 
“Per cent of nomes reached in areas where program was televised. 
, . . 
ARB Multi-City TV Ratings 
April 1-7, 1952 
American Research Bureau 
Rank Program Current 
Rating 
1 I Love Lucy (Philip Morris, CBS) . 63.2 
2 Talent Scouts (Lever-Lipton, iS) . 57.4] 
3 You Bet Your Life (DeSoto-Plymouth, NBC) 50.6 
4 Red Skelton Show (P&G, NBC) ........... 5 . 50.0 
5 Your Show of Shows (Several Sponsors, NBC) . . 46.4 | 
6 Godfrey & Friends (Several Sponsors, CBS) . 45.1) 
7 My Friend Irma (Pearson, CBS) ....... . 43.2 | 
8 Colgate Comedy Hour (NBC) : 339\ 
9 Texaco Star Theater (NBC) 39.9 
10 Fireside Theater (P&G, NBC) 39.5 
Rank Program Homes 
(000) | 
1 . Love Lucy (Philip Morris, CBS) . 10,600 
2 You Bet Your Life (DeSoto- a. NBC) 8,260 
3 Red Skelton Show (P&G, NBC 8,040 
4 Your Show of Shows (Several Sains NBC) 7,910 
5 Godfrey & Friends (Several Sponsors, as) 7,230 
6 Colgate Comedy Hour (NBC) ... 6,960 
7 Texaco Star Theater (NBC) . 6,710 
. Fireside Theater (P&G, NBC) 6.470 
4 Arthur Godfrey's Scouts (Lever- “Lipton, CBS) 6.410 
10 Philco Playhouse (NBC) .. 6,130 


William Hart Adler Inc. Elects 
Kenneth Ring Executive V. P. 


Kenneth C. Ring has. been 
elected executive v.p. of William 
Hart Adler Inc., Chicago agency. 
He has been a 
v.p. of the agen- 
cy for a year and 
a half. 

Mr. Ring joined 
Adler in 1947 and 
became assistant 
to the president 
shortly after that. 
Prior to joining 
the agency he 
had served as an 
executive with 
several leading 
agencies. 


H & W Co. Switches Agencies 

H & W Co., New York maker of 
foundation garments, has switched 
its account from Amos Parrish & 
Co., New York, to George T. Met- 
calf Co., Providence. 


Kenneth C. Ring 


Two Join DuMont Film Dept. 
Herbert H. Jacobs, formerly v.p. 
and general manager of Sutton 
Television Inc., has been appointed 
sales manager for DuMont Televi- 
sion Network’s film department. 
Wilmer S. Clark, formerly sales 
manager of WJEF, Grand Rapids, 
has been named California repre- 
sentative for the department. 


Universal Promotes Three 
Universai Publishing & Distrib- 
uting Corp., New York, has ap- 
pointed France L. Roggeri v.p. in 
charge of art and production, Mor- 


ton Waters assistant general man- 
ager, and Helen Sweeney editor of | 
Smart Sewing. | 


Ruse & Urban Adds Division 

Ruse & Urban, Detroit agency, 
has added a merchandising and | 
specialties division to service its | 
clients. Peter Lorchner, formerly | 
head of his own agency, will direct | 
the new division. 


*Cover the 53 counties 
in middie Tennessee and A LA 
southern Kentucky with 

WSIX clone! 


NATIONAL REPRESENTATIVE 
GEO. P. HOLLINGBERRY CO. 


ABC AFFILIATE -5000 WATTS: 


RADIO REACHES PEOPLE... 


Celebrating a Quarter-Century of Servicel 


| 


| 


TNOOOW 
975 mc 


980 KC WSIX F 


DOUGLAS TAPPED—Stephen A. Douglas 
(left), v.p. of soles promotion for Kroger 


| Co., Cincinnati, is congratulated by Wil- 


liam G. Werner, public relations director 
of Procter & Gamble Co. and director of 
Brand Names Foundation, on his ap- 


| pointment as chairman of the foundation's 


executive committee. 


Radio, TV Men 


Fight for Right 


to Air Hearings 


! 
WASHINGTON, May 20—Radio} 
and TV girded today for a last-| 
ditch fight for the right to cover, 
Senate committee hearings. 
The industry found itself in seri- 
ous danger this week when Sen. | 
Pat McCarran (D., Nev.), chair-| 
man of the judiciary committee, | 
proposed a rule change which 
would prevent the use of cameras | 
and microphones in hearing rooms. 
Radio and TV have already been 
shut out of House committee hear- 
ings by a ruling of House Speaker 
Sam Rayburn (D., Tex.), but they 
have considerable freedom in the 
Senate. 


® The National Assn. of Radio and} 
Television Broadcasters has de- 
nounced the McCarran proposal as 
“a clear invasion of the rights of 
public media.” The association has | 
petitioned the Senate rules com-| 
mittee for a hearing. 

The industry was assured sup-| 
| port from Sen. Estes Kefauver (D., 
Tenn.), whose presidential aspira- | 
tions took form after the telecast- | 
ing of Senate crime hearings last | 
| year. 

Sen. Kefauver, and others, be- 
lieve broadcasts and _ telecasts) 
should be permitted under a strin- | 
gent code controlled by the com- | 
mittee conducting the hearing. 

During the crime committee 
broadcasts, Sen. Kefauver con- 
trolled the location and use of 
cameras. The crime committee's 
code permitted sponsorship of the 
broadcasts under controlled con- 
ditions, including a provision that 
announcements must be of an in- 
stitutional nature, must be made 
from a point outside the commit- 
tee room, and must not interrupt 
broadcasts of the hearing. 


Texas Co., 50 This Year, 
Gets Up Special Report 


Texas Co., New York, is mailing 
a special “50th Anniversary Re- 
port” to more than 40,000 em- 
ployes. The report carries informa- 
tion on 1951 operations and photos 
dating from the company’s early 
years. 

In 1951, the company took in 
$1,490,076,744, paid $121,500,203 in 
taxes, and had $83,934,415 for divi- 
dends to its 113,642 owners. 


Canadian Advertisers Elect 


John F. Evans of the Montreal 
Gazette has been elected president 
of the Advertisers’ Guild, Toronto. 
Other officers elected are John E. 
Cooper, Canadian Business, v.p.; 
Bryce Seggie, McConnell, Eastman 
& Co., secretary; Clair Truscott, 
National Paper Goods Ltd., treas- 
urer. 


‘Story-A-Day’ Out in Fall: 
Food Chains to Distribute It 


Story-A-Day, a new children’s 
weekly magazine, will appear in 
the fall and will be sold by mem- 
bers of the National Assn. of Food 
Chains. The price will be 25¢. The 
circulation guarantee is 650,000. 

In addition, Story-A-Day Inc., 
Charlotte, N.C., the publisher, will 
begin a daily telecast in 63 TV 
markets featuring the same type 
of story as the magazine. 


Wine Council to Shelhamer 


The Washington Wine Council, 
Seattle, has inaugurated a state- 
wide educational and sales promo- 
tion program for wines produced in 
Washington, and has ‘appointed 
Vance Shelhamer Advertising, 
Yakima, to handle the promotion. 


Tot Lines Inc. Names Agency 


Tot Lines Inc., Kirkland, Wash., 
creator and manufacturer of infant 
layettes, children’s aprons, bibs 
and other garments, has appointed 
Standard National Advertising 
Agency, Seattle, to handle its ad- 
vertising. 


how’s your 
letterhead? 


@ Send for our brochure 
“Letterhead Logic” containing 
the check list used by experts 
to test prestige, personality, 
and sales appeal of letterhead 
design. Perhaps your letter- 
head will pass the test, but if 
not, you may be just as well 
off, because we have 35 years 
of “know-how” in our back- 
ground, and can speedily de- 
liver genuine engraved letter- 
heads of 100% selling eff- 
ciency at prices much lower 
than you ever expected. For 
your FREE copy of “Letter- 
head Logic”, just jot down the 
amount you use each year and 
send it to us on your company 
letterhead. No obligation. 


r.o.H. HILL, ive. 


LETTERHEADS—BUSINESS CARDS 


270A Lafayette St. New York 12 


An advertisement 


in The Reporter 


now reaches 50,000 readers* 


whose 


INTELLIGENCE 
INFLUENCE | 


are exceptionally high. 


2a ARIE 


tt 


ANIC eRe BR poner ne 


And it reaches them 


at the old 25,000 rate. 


220 East 42nd 


Rep 


Al? 


eo B itp 


7\\ 


orter 


treet, New York 17, N 


For details, phone Dick Lyon, 
Advertising Manager, 
at Mu 7-4742. 
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TNT Sews Up Sugar's Fight... 


Future Looks Bright for Theater 
TV Network; 75 Theaters Equipped 


99 


“<e 


Ray 


-Anybody 


Robinson 


New York, May 
who sees Sugar 


make his long-awaited bid for the 
heavyweight 


world’s light crown 


is going to have to pay to do it 

The Network Television, 
which last vear succeeded in lur- 
ing the cream of the summer fight 
attractions away from commercial 
home TV and radio, again has 
kayoed the living room audience. 

News of the knockout came in 
announcements from Jim Norris, 
president of International Boxing 
Club, and Nathan Halpern, presi- 
dent of Theater Network Televi- 
sion. The Ray Robinson-Joey 
Maxim championship bout, sched- 
uled for June 23 at Yankee Stadi- 
um, will be carried on larger-size 
TV in theaters in major cities 
throughout the country. The event 
will not be covered on home video 
or radio, Nor will the fight be tele- 
vised in New York theaters 


Neither IBC n 
how much was 
television rights 
was a minimum 
final price wil 
theater box offic 

When asked 
won out over “ 
propositions” fr: 
advertisers for } 
spokesman for | 
offer was consic 
able by the man 
ers, who had th 
matter. 

It is believed t 
has an enviable 
business man a! 
able desire to g: 
as possible into 
have tipped the 
theater televisio: 


® There are app: 
tion picture hous 
equipped for the 
them are interes 
what is expected 
year’s most luc: 
tractions. How n 


TNT would say 


eing paid for the 


the fight. There 
iarantee, but the 
depend on the 
take 
hy theater TV 
ite a few other 
networks and 
ne TV rights, a 
> said the TNT 
ed more favor- 
ers of the fight- 
final say in the 


t Robinson, who 
reputation as a 
an understand- 
as many people 
e stadium, may 
iles in favor of 


ximately 75 mo- 
in 37 cities now 
ter TV. Most of 


ed in presenting 


to be one of the 
tive boxing at- 


iny of them will 
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ATLAS dc: i aga! 


Another 24-Sheet Poster 


De 1 ened for 


ATLAS SUPPLY COMPANY 


by 


McCANN-ERICKSON, INC. 


Lithographed by 
CONTINENTAL 


One of the many powerful ATLAS selling 
messages used on strategically located poster panels 


f Contin 


throughout the country. 


tinenta 


ATLAS 


TIRES 


l 


LITHOGRAPH CORPORATION 
CLEVELAND, OHIO 


NEW YORK @ CHICAGO @ DETROIT @ SEATTLE @ PITTSBURGH e@ SAN FRANCISCO @ LOS ANGELES 
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about the traffic jam on AT&T's 
networking routes. 

Nobody seems to know exactly 
how many additional theaters have 
ordered movie-size TV equipment. 
Reliable sources estimate the fig- 
ure to be about 125. 

Meanwhile, TNT, the National 
Exhibitors Theater Television Com- 
mittee and the other 50-odd peti- 
tioners are still awaiting word 
from the Federal Communications 
Commission as to the starting date 
of the oft-postponed hearings on 
the theater industry’s request for 
permission to construct its own in- 
tercity TV networking facilities. 


Appoints William Winterton 

William B. Winterton has been 
promoted to assistant manager of 
the field service department of the 
National Outdoor Advertising Bu- 
— effective June 1. He suc- 
ceeds Robert K. Innes, who has 
be able to carry the fight will de-| Peem appointed eastern, sales, rep- 
pend largely on availability of the | Corp., Los Angeles. Mr. Winter- 
intercity TV networking facilities|ton has been with the bureau for 
of American Telephone & Tele-| over five years. 
graph Co. Temporary installations 
are available for other cities along 
the “live” network. 

In 1951 Robinson's return bout | 
with Randy Turpin of England} 
provided TNT with one of the| 
biggest gates in the network’s rela-| 
tively short history. Each theater | 
carrying the fight reported turn- 
away crowds at advanced prices 
of more than $2. 

Incorporated in May, 1951, TNT 
got off to an ambitious start with 
the Joe Louis-Lee Savold fight 
about a month later. The nine 
theaters televising the bout en- 
joyed capacity crowds. 

Four of the six fights networked 
to theaters to date have drawn full 
houses at prices well above what 
their patrons normally pay. Even 
the other two not-so-good attrac- 
tions did excellent business in sev- 
eral theaters. 

(One summer headliner which 
didn’t go to theater television was 
the Charles-Walcott bout last July. 
Apprehensive about what the loss 
of the fight might do to TV set 
sales, nine manufacturers, led by 
Allen B. DuMont Laboratories, bid 
$100,000 for home rights to this 
championship battle.) 


NEW DOLE DRIVE—Dole pineapple juice 

dealers will get point of sale displays 

like this to supplement a new national 

campaign set for late June and early 
July. 1t measures 25x38”. 


BUTANE-P 


. ... because we must sell 
the bulk plants to get vol- 
ume business from the Lique- 
fied Petroleum Gas Industry. 
BUTANE-PROPANE News 
has 50% greater coverage 
of these operators who rep- 
resent 85% of the industry's 
purchasing power.” 


® The upcoming Robinson-Maxim 
fight will be the first major event 
offered on theater TV in several 
months. Last fall the network car- 
ried a series of college football 
games. This limited schedule, ar- 
ranged by the National Collegiate 
Athletic Assn. as a part of its con- 
trolled television experiment, did 
not rival boxing as a box office 
bonanza, though some _ teams 
proved to be good drawing cards. 

TNT’s programming has been 
largely devoted to sports, but the 
network has plans for other types 
of fare. Non-sports features were 
to have been tested this spring, 
but the AT&T could not clear 
enough lines to make the test 
worth while, Mr. Halpern revealed 
recently. 

A third project in the embryonic 
stage calls for the sale of TNT 
facilities to manufacturers for sales 
meetings, stockholder sessions, etc. 
Richard Golden, assistant to Mr. 
Halpern, suggests that this service 
would be ideal for company execu- 
tives who want to talk to their em- 
ployes at plants scattered through- 
out the country, for top sales di- 
rectors who want to demonstrate 
the technique to be used in push- 
ing new products and for advertis- 
ing managers who want to be as- 
sured of local follow-through in a 
new campaign. 


... and because BP-News has 


> Better coverage of the fast-grow- 
ing L.P. gas industry which tripled 
its sales in the past five years and 
now serves 8,000,000 consumers. 


> Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 

> The Pioneer Publication with 
more than 20 years editorial ex- 
perience. 


> Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
1931. 


> Seven Readership surveys prove 
BP-News first choice by a 2 to 1 
majority. 

D First in display and classified ad- 
vertising for 13 years. 


Pin 1951, 88 exclusive advertis- 
ers used only BP-News Publica- 
tions to sell this market. 


® Prices for these “TNT meetings” 
will depend on several variables, 
including the number of theaters, 
cities and remote pickups used. 
The charge now being quoted is 
$12,000 for an hour meeting in 10 
major cities. If these sessions are 
scheduled in the mornings, TNT 
does not expect to have to worry 


A JENKINS PUBLICATION 
198 So. Alvarado Strect 
_ los Angeles 4, California 
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Advertising Age, May 26, 1952 


Hubbard Reviews Growth and Development 
of the Business Press in the Last Decade 


CINCINNATI, May 22—America’s 
business press “has contributed 
more to the industrial advance- 
ment of this country and our in- 
dustrial might than any other one 
single force,” in the opinion of 
Philip H. Hubbard, president of 
Reinhold Publishing Corp. 

In a speech prepared for de- 
livery at the fourth annual Ohio 
Valley Industrial Advertising Con- 
ference today, Mr. Hubbard de- 
scribed in detail the contribution 
made by business papers. 

“It is through the collection, in- 
terpretation, and dissemination of 
technical information and data to 
the technicians of this country 
through the editorial and adver- 
tising pages of our business press 
that the technicians have been 
kept informed,” he declared. 


# Further, he said, the inspira- 
tional leadership of the business 
press has led to many new achieve- 
ments. 

Today, he said, there are more 
than 1,700 business publications 
in the country—up more than 260 
since before the war. The total 
number of subscribers to paid cir- 
culation publications in January 
was 17,156,000. Recipients of con- 
trolled circulation publications 
numbered 8,936,000. The total— 
26,092,000—-is up _ substantially 
from the 23,483,000 subscribers 
and recipients in 1948. (Mr. Hub- 
bard cited Standard Rate & Data 
Service as his source.) 

Moreover, he declared, the $270,- 
000,000 spent last year in business 


papers is more than the amount) 


spent in farm papers and maga- 
zines, more than was spent in 
women’s magazines, more than was 
spent in outdoor, and almost as 
much as was spent in local radio 
advertising. 


@ Mr. Hubbard also pointed out 
that the statistics on ad volume 
published by Industrial Market- 
ing for the first quarter of ’52 tend 
‘o support J. K. Lasser’s predic- 
tion that business paper advertis- 
ing would increase 15% this year. 
Industrial Marketing reports first 
quarter ad volume was up 12.3%, 
compared to the first quarter last 
year. 

The result, he continued, is that 
“we are part of a big business that 
over the last ten years has grown 


and expanded to a greater extent) 


percentagewise than has any other 
form or type of advertising except 
television.” 


8 The principal 
tremendous expansion, he said, “is 
the fact that business papers and 
industrial advertising have shown 
tremendous improvements during 
the past decade. 

“One needs to do no more than 
to look back at business papers as 
they were published 15 or 20 years 
ago and examine their editorial 
and advertising content and com- 
pare them with the same maga- 
zines as they are today. The 
amount and type of material con- 
tained in the magazines and the 
manner of presentation will speak 
for themselves.” 


s Among the improvements he 
cited were the four Advertising 
Research Foundation studies that 
business papers have helped sup- 
port. The studies showed that the 
average readership score for one- 
third page units and larger was 
26% and the score for editorial 
items averaged 35%. 

He quoted Mr. Herrick of the 
foundation as authority for the 
statement that the position of ad- 
vertising or editorial content ap- 
pears to be of secondary impor- 


reason for this | 


How Big is a Dollar... 


in feet— hebehuniiaan ae 
both feet on the ground 
sabe qn tne Sie camel, 0 
dollar saved or a dollar borrow 


The dollar for which a man exchanges 
honest 


to pay out. The kind a man 

can pocket with pnde 

A dollar saved is a big one, tox As 
big as lte— —when it’s in life savings. 


And the dollar a man borrows can 
sometimes be the biggest one of all. 

It can build « new enterpnse or breathe 
new life into a going one. A borrowed 
dollar can make new jobs for earners 
and savers. Dollars don't come 

any fatter than that! 


How big is a dollar? 
Just as big as what you do with it! 


HARRIS TRUST 
and Savings Bank 
115 West Monroe Street, Chicage 90 


‘IDEA SERVICE’—This is one of a new 
series of ads that the Harris Trust & 
Savings Bank will run in Chicago news- 
papers in coming weeks. The campaign 
is described by Leo Burnett Inc., the 
bank's agency, os on “ideo service” that 
will tell stories about 

people.” 


Atlantic, Miller 
Sign to Co-Sponsor 
Pro Football Games 


PHILADELPHIA, May 23—Atlantic 
Refining Co. and Miller Brewing 
Co. this week teamed up for co- 
sponsorship of an extensive pro- 
fessional football schedule on ra- 
dio and television. 

First contract to be announced 
was for TV coverage of the New 
York Giants over eight DuMont 
stations in New York, Massachu- 
setts, Rhode Island and Connecti- 
cut. All the stations except WABD 
in New York—where the home 
games will be blacked out—will 
carry the entire schedule of 12 
games. 

WMGM, New York, will be the 
originating station for an eight- 
state network for Miller’s play-by- 
play broadcasts of the Giants ser- 
ies. Last year, the brewing com- 
pany bought a 40-station hookup. 


|The 1952 station lineup has not 


been completed, though it is ex- 
pected to cover more territory than 
that now being set up for Atlantic 


|by N. W. Ayer & Son. The latter’s 


coverage will be limited to its dis- 
tribution area, of course. 


s Atlantic and Miller will sponsor 
telecasts of six away-from-home | 
games of the Philadelphia Eagles | 
over WFIL-TV, Philadelphia; )| 
WGAL-TV, Lancaster, and WDEL- 
TV, Wilmington. All the contests) 
will be broadcast over a list of 
stations still to be selected, with 
WCAU, 
hookup. Here again the brewing 
company may use more stations! 
than its co-sponsor. 


Last Minute News Flashes 


Seamprufe Switches from Katz to Wesley Associates 


New York, May 23—Seamprufe Inc., hose and lingerie manufacturer, 
has appointed Wesley Associates to handle its advertising. The previous 
agency, Joseph Katz Co., will place advertising for Seamprufe until 
July 1. (See story on Page 1). 


K&E Appoints S. ]. Walton to Head West Coast Oftice 


San Francisco, May 23—Sydney J. Walton, formerly v.p. in charge 
of public relations and advertising of Matson Navigation Co., has been 
named v.p. in charge of Kenyon & Eckhardt’s West Coast offices with 
headquarters in San Francisco, effective July 1. 


Lever Starts Drive for Non-Smelling Lifebuoy 

New York, May 23—Lever Bros. Co, has launched an extensive 
campaign for the new Lifebuoy, containing puralin and no more 
“medicinal” odor. More than 100 newspapers are carrying 1,000- and | 


71 


Non-TV Cities 
to Get Stations 
First, FCC Says 


(Continued from Page 1) 
Existing TV markets are in “line 
B” and most of them are several 
years from any additional TV. 


s “Line B” is governed by a com- 
plex set of priorities designed to 
give first attention to applications 
for stations in the new ultra high 


; 1,300-line ads for an indefinite period. This is being supported by cou- | frequency band. 


“money and | 


poning, sampling, 1¢ sales and radio and TV promotion. Sullivan, Stauf- 
fer, Colwell & Bayles is the agency. 


N. Y. Bottler Sets Heavy Summer Drive for Pepsi 
Lonc IsLanp City, N. Y., May 23—Pepsi-Cola Metropolitan Bottling 
Co. will seek record sales this summer on the wings of heavy adver- 
tising in seven New York dailies and 12 Jersey papers, 144 spots each | 
week on four radio stations, 11 TV spots weekly on two stations, and | 
color pages in the New York News and Mirror picture magazines, New 
York Times Magazine, Parade, The American Weekly and This Week | 
| Magazine. The Biow Co. is the agency. 


McDonald to Head Media Research for Y&R 


New York, May 23—Edward B. McDonald, formerly director of re- 


| search for Hearst Advertising Service, has been named head of media | 


“research for Young & Rubicam. He succeeds Lloyd Harris, who has 
| shifted to Y&R’s contact department, Replacing Mr. McDonald at 
| Hearst is Harry D. Koch, formerly a salesman for the service on the 
| Pacific Coast. 


Ad Rates Up in Capital; Other Late News 


e@ The Washington Post and Star are raising their rates about 10% 
and the Times-Herald is also increasing its rates, by an undetermined 
| percentage. The Washington News raised its rates March 1. 


e@ June Novick, formerly assistant production manager of New Charm, 
has been named advertising manager of Magazine of Art, New York. She 
| replaces Dorothy B. Gilbert, who resigned to join R. R. Bowker Co. 


e North American Van Lines Inc., Ft. Wayne, Ind., has an eight-page 
ad in the June Coronet, featuring its list of nearly 1,000 local agents. 
North American, long-distance moving company, is handled by Apple- 
gate Advertising, Muncie, Ind. 


e B.C. Remedy Co., Durham, N. C., will launch a saturation TV spot 
campaign in the New York area May 26 with 16 to 19 announcements 
weekly over WABD and WJZ-TV. Coincidental with the start of this 
52-week drive, radio spot has been cut back, leaving only WWRL, New 
York, on the budget. TV announcements currently are being aired 
on seven stations in Cincinnati, Cleveland, Philadelphia and Pittsburgh, 
through N. W. Ayer & Son. 


e@ Quaker State Oil Refining Corp., Oil City, Pa., has appointed Walter 
R. Reitz president, and Forrest O. Koontz v.p. in charge of sales and 
advertising. Mr. Reitz succeeds Samuel Messer, who has been elected 
to the newly created post of vice-chairman of the board. In addition 
to his new duties Mr. Koontz continues as general sales manager. 

e Emmett C. McCaughey, executive v.p. in charge of Erwin, Wasey & 
Co.’s West Coast offices, has been appointed to the Los Angeles Board 
of Police Commissioners. He used to be in the FBI. 


is working out sponsorship details. 

The refining company’s 1952 
sports program is still far from 
complete. Only last week Atlantic 
decided to give up college football 
broadcasts after 16 years as a regu- 
lar backer. (See earlier story on 
Page 34.) 

A major radio sponsor of pro- 
fessional football for years, Miller 


| 


| 
} 


| 


' 


Philadelphia, feeding the’ 


Away games of the Pittsburgh | 


Mesters will be steed ever W ’\ In 1951, this championship contest 


Pittsburgh, and WJAC-TV, Johns- 
town, and over a group of radio 
stations. Atlantic will pay part of 


| the costs of these broadcasts and 


telecasts; there is an opening for|} 
a co-sponsor. Miller is out of the 
picture here since WDTV does not 
accept beer advertising on Sunday. 


is expanding its sports budget to 
include a heavy TV outlay. Mathis- 


json & Associates handles this ac- 


| count. | 
For the third consecutive sea- 


|son, broadcasts of the Green Bay 
Packers games will be carried on 
jabout 28 midwestern stations un- 
|der the auspices of Miller's beer. 
The company presented telecasts 


of the Los Angeles Rams meets in 


1951 and is negotiating for the 1952 
rights. 

Also set for a repeat on Miller’s 
|sports schedule is the champion- 
ship game between the winners in 
each professional gridiron league. 


was aired on DuMont (TV) and 


| the now defunct Liberty Network 


tance. “Reader interest, not loca-|s Atlantic may have a share of the 
tion of the item or advertisement, | 


determines the attention it will 
attract,” Mr. Hubbard declared. 


radio-TV sponsorship of the Cleve- 
land Browns. DuMont has the 
video rights to Browns games and 


(AM). DuMont will televise the 
game again this year. The radio 
network will be decided upon later. 


GILLETTE TO SPONSOR 
WALCOTT-CHARLES BOUT 
New York, May 22—Gillette Co. 
and the National Broadcasting Co. 
emerged as victors in the battle 
for TV rights to the world heavy- 


weight title fight between Jersey 
Joe Walcott and Ezzard Charles. 
Gillette put up $175,000 for video 
and radio rights. 

There will be no television cov- 
erage in the Philadelphia area 
where the championship bout will 
be staged June 5. 

Walcott and Charles each will 
receive 30% of the entire proceeds, | 
including radio, TV and motion 
picture rights. 


|@ Gillette’s agency, Maxon Inc., is 


lining up TV stations in every 
city where NBC can clear time on 
the “live” network. This will be 
the first time a heavyweight 
championship fight has been seen 
from coast to coast on video. The 
broadcasts will be carried on ABC. 

This is an extra in Gillette’s ex- 
tensive “Cavalcade of Sperts” and 
will not replace the weekly Friday 
night fights aired on NBC-TV and 
ABC-AM. 


Klau-Van Pietersom Is Agency 


AA erroneously reported May 5 
that Ivan Hill Inc., Chicago, is the 
agency for John Oster Mfg. Co., 
Racine. Klau-Van Pietersom-Dun- 
lap Associates, Milwaukee, is the 
Oster agency: 


_Marlan Appoints Sherres 


Marlan Corp., New York auto 
seat cover fabric manufacturer, has 
appointed Marvin Sherres Adver- 
tising, New York, to handle its ad- 
vertising. 


Group One, which will be taken 
|up first, includes 146 cities which 
| get service from nearby communi- 

ties but have no stations of their 
own. Like Bridgeport, Conn., which 
| leads the list, all the cities in Group 
One are ear-marked exclusively 
| for UHFs. After the 146 cities in 
Group One have been served, “line 
B” gets to 38 existing TV markets 
| which are eligible for additional 
stations in the UHF bands. 

As it processes Group Two, FCC 
| first takes up 14 cities which cur- 
rently have a single VHF station 
each. Then it turns to Dallas, 
Louisville, Birmingham, Dayton, 
Davenport, Rock Island and Mo- 
line, which have two VHF stations. 
Then Philadelphia, Detroit, Balti- 
more, Cleveland, Cincinnati, Co- 
lumbus, O., and Atlanta, whigh 
have three; Chicago and Washing- 
ton, with four; New York, six, and 
Los Angeles, seven. 


epceatasl 


8 Subsequently, “line B” will take 
up three additional subgroups—iB- 
cluding the 70 other existing TV 
markets—which currently have 
service, and are eligible for ad 
tional stations in the present V 
band as well as the UHF band. = 
| Members of the Senate interstate 
| commerce committee voted una 

; mously to ask the Senate to et 
FCC 20 additional teams of 
aminers, engineers, lawyers a 
economists to speed up TV proc 

i - 


Committee members warned that 
10 years may be required to i 


cess the 1,000 applications anti 
pated by the time July ro 
around. 

With 20 additional teams, com- 
mittee members expressed hope 
FCC could do the job in ab 
three years. They said the ad 
tional expense of $720,000 a year 
was fully justified, since the speed- 
up would result in additional busi- 
ness and employment. 


Stakel Named Alcoa 
Advertising Manager 

Frederick C. Stakel has been 
appointed advertising manager of 
| Aluminum Co. of America, Pitts- 
burgh, effective 
| June 1. 

Mr. Stakel for- 
| merly was adver- 
tising and sales 
promotion man- 
ager of Brown 
Co., Berlin, N. H., 
maker of pulp, 
| paper and allied 
products. Prior to 
joining Brown in 
1947, he was New 
York district 
manager for Scott 
Paper Co. During World War II 
he was a lieutenant commander in 
the Navy. 


|Long Elected President 
of Cudahy Packing Co. 


Louis F. Long, v.p. of Red Wing 
Co., Fredonia, N. Y., has been elec- 
ted president of Cudahy Packing 
Co., Omaha. He succeeds F. W. 
Hoffman, who is retiring after 50 
years of continuous service, and 
who has been president since 1944. 

Mr. Long joined Cudahy as a 
sales representative in Atlanta in 
1924. He joined Red Wing in 1938 
aS general manager and was made 
v.p. in 1945. E. A. Cudahy, board 
chairman of Cudahy Packing Co., 
is president of Red Wing. 


Fred Stake! 
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Richard Howland 
of ‘This Week’ 


- Dies Mysteriously 


Richard M 
representative 


CHICAGO, 
Howland, a 


May 20 


sales 


for This Week Magazine in New! 


York, died mysteriously this morn- 
ing after arriving here on busi- 
ness. 

Mr. Howland’s body was found 
in the gutter on one of Chicago's 
near northwest side streets. He 
had apparently been robbed, but 
Chicago police have not yet deter- 
mined the cause of death. 

Born in Chicago, Mr. Howland 
was graduated from Amherst Col- 
lege and spent about two years in 


the Navy. He took part in the 
invasion of Okinawa and served 
in Japan and the Philippines. Be-| 


fore joining the Navy, he worked 
for two yeers in the Office of Price 
Administration in trade relations 

8 Prior to World War II, Mr tone! 
land was an associate editor on 
Tide, worked for the Philadelphia 
Bulletin for a time, was assistant | 
furniture buyer for R. H. Macy 

& Co. and an assistant account | 
executive for J. Walter Thompson | 
Co. 

After his release from the Navy 
he joined Redbook as an adver- 
tising representative in 1946 and 
soon after was promoted to sales 
promotion manager for the maga-| 
zine. He left Redbook in 1948 and} 
worked briefly for Street & Smith | 
Publications in New York before 
joining This Week four years ago. | 
As a New York representative for | 
the supplement, Mr. Howland acted | 
as liaison man between midwest- | 
ern accounts and New York agen- | 
cles. 

While at Amherst, he was pres- 
ident of the student council and 
editor-in-chief of the Amherst 
Student. His father, George C. 


| 


| but resigned mysteriously in 1937 


len years ago. He was awarded 32,- 


| age 


| ports of confections and foods. He 


| Howland, is the only living mem- 
ber of the original faculty of the 
University of Chicago, and his 
grandfather, John A. Roche, was 
mayor of Chicago from 1887 to 
1889. A brother, John Howland, 
is director of products research 
for Stewart-Warner Corp. here. 


GEORGE A. MESSIER 


Worcester, Mass., May 20 
Word was received here last week 
of the death of an obscure, $35- 
a-week liquor store clerk in Balti-| 
more, who was identified by a} 
sister in this city as one of the 
organizers of the drug company | 
that put BiSoDol on the market! 
in 1918 and who was a millionaire 
by the time his concern had been 
sold to American Home Products 
Co. in 1927. 

He was George Albert Messier, 
63, who was made a director of 
American Home Products in 1927 


and dropped from sight about sev- 


000 shares of American Home stock 


when his company was trans- 
ferred. 
Concerning Mr. Messier, who 


died of a heart attack while at 
work, American Home Products 
“Since Mr. Messier resigned 
as a director...we have had no 
ime contact ‘with him.” 


JOHN M. GLEASON 


MARBLEHEAD, Mass., May 20— 
John M. Gleason, 74, for 25 years 
| director and general manager of 
W. F. Schrafft & Sons Corp., Bos- 
ton, died May 15 at his home here. 

A native of Ohio, Mr. Gleason 
served the Office of Price Ad- 
ministration from 1942 until his 
retirement in 1947 as chief of im- 


was a past president of both the 
New England and National Con- 
fectioners Assn. 


KNOW 


that sales 
are made 
in the 


HOME... 


80% + 


ADVERTISERS 


That’s why they 


Greatest home - delivered circulation in 
Northern California since 1939 


of total circulation 
is home-delivered 


concentrate 
in the 


~ OAKLAND 
TRIBUNE 


Pure Oil Ad Chief, 
F. H. Marling, Dies 


Cuicaco, Ma» 20—Francis H. 
Marling, 60, advertising manager | 
of the Pure Oil ( »., died May 18 at | 

his home in sub- 


oe urban Glencoe. 
¥ 


Born in New 
York, Mr. Mar- 
ling was grad- 


uated from 
Princeton Uni- 
versity in 1913. 
From 1916 to 
1926 he was a 
partner with 
Benson, Gamble, 
Francis H. Marling Crowell and for| 

the next four 
years was general manager of | 
Crowell, Crane, Williams Co. He 
was a v.p. of Gamble & Co. for a 
brief period during 1931 before 
joining the Pure Oil advertising 
department in 1932. He was pro- 
moted to advertising manager in 
1939. 

He was a member of the Uni- 
versity Club and the Lake Zurich 
Club here, and a director of the 
Chicago Federated Advertising 
Clubs. He was also active in the 
Assn. of National Advertisers and 
the American Assn. of Advertising 
Agencies. 


BERNARD D. DONAHUE 

GEORGETOWN, Mass., May 20—- 
Bernard D. Donahue, 65, formerly 
sales manager of John Donnelly 
& Sons, Boston agency and out- 
door specialist, died recently at| 
his home here after an illness of 
several years. 

Born in Malden, Mass., Mr. Do- 
nahue joined Donnelly 48 years 
ago as an office boy, later trans- 
ferring to the sales department 
where he rose to account execu- 
tive and, in 1942, to sales man- 
ager. 

In 1947 Mr. Donahue’s health 
forced his retirement as_ sales 


EUGENE BANNVART 

New York, May 20—Eugene J. 
K. Bannvart, 57, v.p. of Cecil & 
Presbrey, died Sunday in New 
| York Hospital after a brief illness. 

Born in Philadelphia, he was 
| graduated from the University of 
Pennsylvania, after which he 
traveled and studied in Europe. He 


captain and was decorated for 
service in action. 

After the war, Mr. Bannvart 
joined McCormick & Co. in Balti- 
|more as advertising manager. Later 
|he became manager of the Balti- 
|more office of Cecil & Presbrey. 
In 1934, he traveled in Russia with 
the late Will Rogers. 

Returning to this country, Mr. | 


| Bannvart joined Blackett, Sample | 


| & Hummert, Chicago agency. In 
1943 he came to New York as a 
|v.p. of Biow Co. Five years 
-ater, he rejoined Cecil & Presbrey 
in its New York office. He was a 
member of the Maryland Club of 
Baltimore, and was well known as 
a philatelist. 


HAROLD C. HENDEE 

San Francisco, May 20—Har- 
old Cory Hendee, 64, editor of the 
Pacific Coast edition of the Wall 
Street Journal since its founding 
22 years ago, died at his home here 


|May 18. 


Born in Wabash, Ind., Mr. Hen- 
dee worked on several midwestern 
newspapers before joining the 


| staff of the San Francisco Chron- 


icle. In 1927 he became head of the 
Dow-Jones news bureau and joined 
the Journal when it was estab- 
lished in 1929. 


JOHN D. EWING 

SHREVEPORT, LA., May 20—John 
D. Ewing, 60, editor and publisher 
of the Shreveport Times, died May 
17 of a heart attack while on a 
flight in his private plane. 

Mr. Ewing was also president of 


manager, but he continued as ex- 
ecutive on several accounts. He} 
went into partial retirement in 
1949. 


DANIEL R. SARGENT 
BENNINGTON, Vr... May 20—Dan- 
iel R. Sargent, 63, president of | 
Starbuck Mfg. Co., Leeds, Mass., 
paper and plastic products manu- 
facturer, died at his home here}! 

May 15. 


KENNETH D. BROOKS 
Repwoop Ciry, CAL., 
Kenneth D. Brooks, 


zines and Sunset 
here May 15. 
Mr. Brooks was with Hearst from 


| 1919 to 1939 before moving to Sun- 
| set, 


where he worked until 1942. 


the International Broadcasting 
|Corp., which owns and operates 
| Station KWKH, Shreveport, and 
| Station KTHS, Hot Springs, Ark. 


| 

_ WILFORD C. SIMONS 

| Lawrence, KANn., May 20—Wil- 

| ford C. Simons, 80, editor and 

j}owner of the Lawrence Journal- 
World, died,May 15 of a heart at- 
}tack. He was father of Dolph 
Simons, publisher and president of 

| the newspaper and a director of 

| Associated Press. 


May 20—) 
former pro-! 
duction manager for Hearst aoe) 

Magazine, died! 


HI JENNESS 
PorTLAND, ORE., May 20—Hi 
| Jenness, 59, an advertising and 


newspaper man in Portland for 
more than 40 years, died May 16 
at the Sawtelle Veterans Hospital, 


entered the Army Air Corps in| 
World War I, rose to the rank of | 
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paper career on his father’s weekly 
paper in Nampa, Ida. After coming 
to Portland, he was associated with 
several agencies, including Cros- 
sley & Failing, Gerber & Crossley 
and W. S. Kirkpatrick Inc. He was 
on the advertising staffs of both 
the Portland Journal and the Ore- 
gonian and served as promotion 
|manager of the Oregonian for 
seven years. 


MAURICE KANN 

| Los ANGELES, May 20—Maurice 
| Kann, 53, v.p. of Quigley Publica- 
tions, New York, died of a heart 
| attack May 15 in a bungalow at the 
| Ambassador Hotel. He shared the 
| apartment with Martin Quigley Jr., 
¢son of the president and owner of 
the publishing company. 

Born in New York, Maurice 
Kann began his business career as 
a reporter for the New York Jour- 
nal of Commerce after graduating 
from City College. He became in- 
terested in the movies in 1918 and 
joined the staff of Film Daily, of 
which he was editor when he re- 
signed in 1926. His association with 
Quigley Publications began in 1931 
when he became editor of Motion 
Picture Daily. 

From 1938 to 1942 he was editor 
of the rival business paper Box 
Office. In the latter year he re- 
turned to Quigley as a v.p. and 
took over the editorship of In- 
ternational Motion Picture Alma- 
nac, widely used reference manual. 


CHARLES P. DICKSON 

WHITE SULPHUR SPRINGS, W. Va., 
May 20—Charles P. Dickson, 64, 
formerly secretary and advertising 
manager of Prairie Farmer, died 
at his home here May 18. 

Born here, Mr. Dickson joined 
Prairie Farmer in 1908 and retired 
in 1942. Since his retirement, he 
had been active in the farming and 
cattle business. 


E. J. HAMILTON 

Cuicaco, May 20—E. J. Hamil- 
ton, 68, sales manager of Chicago 
Roller Skate Co., died May 12 after 
a brief illness. 

Born in Du Quoin, Ill, Mr. 
Hamilton was sales manager of 
Chicago Fuse Corp. for several 
years before joining Chicago Roller 
Skate in 1928. 


JOHN P. KEATING 

MILWAUKEE, May —John P. 
Keating, 75, v.p. and production 
manager of the Milwaukee Jour- 
nal, died yesterday at his home of 
a cerebral hemorrhage. 

Mr. Keating joined the Journal 
in 1917 as a composing room fore- 
man and became mechanical su- 
perintendent a year later. In 1938 
he was named production manager 


At the time of his death he was Los Angeles, of cancer of the lung. | and the following year was elected 


with National Motor Bearing Co. 


Mr. Jenness began his news- 


la v.p. and director. 


with a 1950 US Census CITY ZONE POPULATION of 
83,277 is the No oe on Only | 


POST-CRESCENT is is the 
‘. 70% Dealer Tie-ins on Grocery Items 2) Twice 


mes 3) Annual Consumer Buying 


37,552 lines 


POST-CRESCENT ‘in 1951 


of Advertising — 


newspaper in the state except the 
kee Journal — A testimony to effectiveness. 


Test it in APPLETON — for Details Write — Wire — Phone Collect 
—— David Lindsey — General Advertising 


Department — 
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New Jersey Marketers’ 
Industrial Admen Can Improve Their Status 


Newark, May 21—If industrial 
advertising managers hope to im- 
prove their status, two things are 
necessary: 


1. They will have to deal more | gested. “Use advertising space 


with basic business problems and 
less with specialized advertising 
techniques. 

2. They will have to take a more 
active part through the National 
Industrial Advertisers Assn. in 
promoting educational courses in 
colleges to train men specifically 
for industrial advertising. 

These points were stresscd dur- 
ing a panel discussion last night at 
the annual meeting of Industrial 
Marketers of New Jersey, which 
was featured also by the election of | 
new officers. 

Members of the panel included 
J. Stanford Smith, advertising 


manager of the apparatus division, 
General Electric Co.; William D. | 
Cunningham, Fuller & Smith &| 
Ross; Edward J. Pechin, E. I. du | 
Pont de Nemours & Co.; and Louis | 


Perrottet of Electrical Manufac- | 


turing. 


s Mr. Smith emphasized the need 
of industrial advertising managers 
to broaden their points of view. 
“Be a part of management,” he 
urged. “Know your company’s pol- 
icies, markets and problems, Deal 
more with basic business problems 
and less with cute ideas. Don’t be 
a specialist only. Be a better busi- 
ness man and you'll do a better 
advertising job.” 

Mr. Cunningham suggested that 
NIAA, through its college coopera- 
tion committee, should do more to 
promote educational courses in in- 
dustrial advertising at both high 
school and college levels. It’s up 
to the individual members of local 
chapters to push it, he said. Lack 
of specific training in industrial 
advertising is a handicap that will 
have to be overcome, he insisted, 
if advertising men are to get more 
favorable recognition in business. 
The fact that industrial advertis- 
ing has grown from $25,000,000 in- 
vested in business paper space in 
1924 to $292,800,000 in 1951 indi- 
cates its value and potential, Mr. 
Cunningham said. 


# Mr. Perrottet stressed that ad- 
vertising is only one of the methods 
employed in modern marketing, 
and that ad managers today have 


Panel Outlines Ways 


to know more than merely adver- 
tising techniques. “Find out what 
is going on in the minds of other 
people in your company,” he sug- 


salesmen to help you spot trends. 
Demand market information, not 
merely circulation data. Markets 
are men and areas. Go out and get 
acquainted. Find out what is going 
on in the markets you serve and in 
the minds of the men who are your 
customers and competitors.” 

Mr. Pechin, answering a series 
of questions, said that there should 
be no line of demarcation between 
advertising and sales. They should 
be as close as possible, he said. 
Unless an advertising manager is 
familiar with sales policies, prices 
and markets he is operating at a 
disadvantage both to himself and 
his company, The same qualities 
that make a good executive in any 
department, he said, apply also to 
an advertising manager. | 


THE SOCIAL SIDE—Conventions, as everyone knows, ore not all business. The roof 
garden of Louisville's Brown Hotel provided this scene at the NNPA meeting. 
In the usual order here are Ella Miller, receptionist for Station WHAS; Dorothy Owen, 
WHAS librarian; Jack Williams, Standard Rate and Dota, Chicago; William Klus- 
meier, Rockford Newspapers, Rockford, IIl.; Carl Himmelman, Cleveland Plain Dealer; 
Gordon Lewis, Advertising Age; Mrs. Doris Osoffsky, Louisville Courier-Journal. 


8x10 | 
GENUINE 
GLOSSY 


PHOTOS 
te Qs atilties 


PHOTOMATIC CO. 


53-59 E. Illinois St., Chicago 11, Iinols 
Phone: WH itehall 4-2930 


® George Black, Cooper Alloy 
Foundry Co., retiring president of| Schenley Distributors Elects 
the New Jersey marketers, recom-| J. E. Farr Executive V.P. 
mended a regular analysis of each| J. E. Farr has been elected ex- 
advertising campaign in report| ecutive v.p. of Schenley Distribu- 
form giving a specific statement of | tors Inc., New York. He has been 
the objective, methods employed | V-P. and general 
and results obtained. “When sales | Sales manager for 
slip,” he said, “more advertising | te — be 
and promotion is necessary. Ad- | 7 Stinue direct 
vertising results should be ana-| cajes for Schen- 
lyzed regularly just as sales are.”’| Jey Reserve and 
Newly elected officers include: Cream of Ken- 
Frank W. Bartle, Star-Kimble|tucky blended 
Motor division, Miehle Printing| whiskies, I. W. 
Press & Mfg. Co., president; Jake Schenle — 
Ruiter, Allen B. DuMont Labora~ | 7 ey OP 
tories; Ken Mehrhoff, Wright bons, and Bel- 
Aeronautical division of Curtis-| mont and Old 
Wright Corp., and James O. John-| Stag straight bourbons. 
son, Buchanan Electrical Products,| Mr. Farr has been in the alco- 
v.p.s; Julian Sarokin, Cooper Alloy | holic beverage business since 1935 
Foundry Co., treasurer, and Helen and joined Schenley in 1943 as re- 


. “Nai gional manager for southern Cali- 
oe Congoleum-Naimn Inc., fornia, southern Nevada and Ari- 


zona. Later he served as assist- 
|}ant general sales manager and 
Coleman Co. Boosts Moore | western division manager. 
Coleman Co., Wichita, maker of | 
gasoline lanterns and gas and ad 
heaters, has promoted Jess ‘ " 
Moore, sales manager and special Gibbons to Ad Manager 
representative of the v.p., to mar-| William P. Gibbons has been 
ket research director. | promoted to advertising manager 
|of industrial products for Johns- 


¥ 


J. E. Farr 


Johns-Manville Promotes 


Ebeling Promoted to S.M. } Manville Sales 
Fred J. Ebeling, assistant secre- Corp., New York. 
He succeeds How- 


tary and treasurer, has been pro- 


moted to the new post of general ard T. Bain, who 


has resigned be- 
cause of health. 
Prior to join- 


sales manager of Dodge Mfg. Corp., 
Mishawaka, Ind. 


syndicated writers and comics, the Courier-Express has 
the strength which compels thorough readership and 
insures the effectiveness of your sales message through- 
out the great 8-County Western New York Market. 


EDITORIALLY, from a standpoint 
of news coverage, special features, 


ing the sales pro- 
motion depart- 
ment of Johns- 
Manville in 1934 
as a copywriter, 
Mr. Gibbons had 
been associated 
withColgate-Pal- 
molive-Peet Co.’s advertising de- 
partment. Since joining Johns- 
Manville he has held a number of 
advertising posts, including mana- 
ger of shows and displays and as- 
sistant advertising manager of in- 
dustrial products. 


| William P. Gibbons 


Apparatus Makers Name Two 


Harlan Hobbs, manager of sales 
promotion and advertising of Kim- 
ble division of Owens-Illinois Glass 
Co. and of Owen-lIllinois subsidi- 
ary American Structural Products 
Co., Toledo, has been named head 
of the public information program 
of the Scientific Apparatus Makers 
Assn. James A. Fisher, v.p. in 
charge of sales and advertising 
for Fisher Scientific Co., Pitts- 
burgh, has been appointed public 
information program chairman for 
the laboratory apparatus and opti- 
cal sections of SAMA. 


Alsynite Promotes Stecker 


Glenn D. Stecker, assistant to 
the sales manager, has been pro- 
moted to advertising manager of 
Alsynite Co. of America, San Diego, 
maker of glass fiber building pan- 
els. Mr. Stecker has been with the 
company since its inception after 
World War II and was manager of 


BUFFALO | 
COURIER-EXPRESS 


Western New York’s Only Morning 
and Sunday Newspaper 

REPRESENTATIVES: 

SCOLARO, MEEKER & SCOTT 


a year ago. 


| 
| 


YOU MIGHT HIT SAFELY IN 57 
CONSECUTIVE GAMES"— 


BUT... 
YOU NEED 
THE FETZER 
STATIONS 
TO REACH FIRST 
BASE IN WESTERN MICHIGAN! 


If you're pitching for the rich Western Michigan marke 
WKZO-WJEF and WKZO-TY give you three strikes on an 
other media in this area. 


RADIO 

WKZO, Kalamazoo, and WJEF, Grand Rapids (a CBS com- 
bination) deliver about 57% more city listeners than the 
next-best two-station choice in these two cities, yet cost 20% 
less than the next combination. In addition to their home- 
town superiority, WKZO-WJEF have tremendous rural cir- 
culation too. The 1949 BMB Report shows that WKZO-W JEF 
have greatly increased their unduplicated audiences over 1946 
—up 52.9% at night . . . 46.7% in the daytime! In the 
Grand Rapids area alone, this represents an unduplicated 
day-and-night coverage of 60,000 homes! 


‘TELEVISION 
WKZO.-TV, Channel 3, is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids. A new 28-county Video- 
dex Diary Study, employing the BMB method, offers smash- 
ing proof that WKZO-TV delivers 91.9% more Western 
Michigan and Northern Indiana homes than TY Station “B”! 


Write direct or ask Avery-Knodel for all the Fetzer facts, 
today! 


*Joe DiMaggio of the New York Yankees did, in 1941. 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 


the Los Angeles sales office until | 


AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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these “blue chip” 


national advertisers are 


selling in SEVENTEEN 


this Spring 


Aluminum Co. of America 
(Westmorland Silverware) 
American Dairy Association 
American Tel. and Tel. Co. 
Bates Sheets, Pillowcases 
Bausch & Lomb 
Beacon Cameras 
Buxton Billfolds 
Coca Cola Co. 
Columbia Pictures Corp. 
Columbia Walescraft, Ltd. 
F Corn Products Refining Co. 
a Linit Starch) 
ate Coro Costume Jewelry 
Crown Luggage 
Dirilyte Tableware 
Eastman Kodak Co. 
Eaton Stationery 
Flintridge China 
G. R. Godfrey Co. 
Gorham Silverware 
Greyhound Buslines 
Haviland China 
Holmes & Edwards Silverware 
IBM Electric Typewriters 
International Nickel Co. 
(Palladium Rings) 
International Sterling 
Keepsake Diamond Rings 
Kirk Sterling 
Lane Cedar Chests 
La Tausca Pearls 
Lenox China 
Lunt Silversmiths 
Martex Towels 
Metro-Goldwyn-Mayer 
National Dairy Products Corp. 
(Kraft Phila. Cream Cheese) 
National Homes Corp. 
(Prefabricated Homes) 
National Silver Co. 
Olive Advisory Board 
Orange Blossom Diamond Rings 
Prentice-Hall Books 
Prince Gardner Billfolds 
Province of Quebec Travel 
Reed & Barton Silverware 
Remington Rand Typewriters 
Rogers Sterling Silverware 
Sane Rolfs Billfolds 
a Royal Crown Cola 
t Royal Lace Paper Doylies 
Royal Typewriters 
Samsonite Luggage 
Singer Sewing Centers 
Skyway Luggage 
Smith-Corona Typewriters 
Star-Kist Tuna 
Syracuse China 
Towle Silverware 
V-M Phonographs 
Vita Craft Kitchenware 
Wallace Silverware 
White & Wyckoff Stationery 


This list does not include 
hundreds of toiletry, cosmetic, apporel, 
textile and retail advertisers 


seventeen sells! 


smart 
advertisers 
are 
making 


smart moves 


More and more makers of more and more 
products are finding today’s “young women 
under twenty”a major market...rich in 
spending power, fast to act. 


There’s one best way to reach these 
7,500,000 young women: 


NEW YORK + CHICAGO + BOSTON + ATLANTA + HOLLYWOOD 
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